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Consumer  spending  will  be  weak,  but 
that  might  be  good  (for  newspapers) 
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Authority. 


Before  you  write  the  story  write  the  experts. 

When  you  need  an  authority  on  any  subject,  ProfNef''  from  PR  Newswire  is  your  most  reliable  route 
to  those  in  the  know.  Linking  10,000  news  and  information  officers  in  North  America  and  Europe, 
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newly  designed  site. 

Let  us  show  you  why  thousands  of  reporters  consider  ProfNet  to  be  their  premier  resource  when  working 
on  deadline.  Call  1-800-PROFNET  today  or  visit  www.prnewswire.com/media. 
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ON  THE  CURRICULUM 

1  APPRECIATE  EeiFS  INTEREST  IN  THE 

mission  of  the  Scripps  Howard  School 
of  Journalism  and  Communications  j 

at  Hampton  University  in  Virginia  | 

[“J-school’s  open,  for  criticism,”  Oct.  14,  | 

p.  6].  But,  unfortunately,  the  stoiy  had  an  | 

error  that,  for  the  record,  I  need  to  correct,  i 
Its  writer,  Mark  Fitzgerald,  and  I  talked 
about  more  than  one  conversation  with 
the  university  president.  Dr.  William  R.  | 
Harvey.  So,  as  a  former  reporter  myself,  I  ! 
can  easily  understand  how  the  error  ! 

occurred,  as  bits  of  one  conversation  were  I 
mixed  with  another  in  the  story. 

In  the  conversation  in  which  he  invited 
me  to  take  on  the  leadership  of  the  new 
journalism  school.  Dr.  Harvey  did  not  use 
the  phrase  “investigative  journalism.”  He 
advised  me  that  he  planned  to  appoint  a 
committee  to  craft  a  mission  statement  that 
would  reflect  his  view  that  journalism 
should  “do  good,  not  muckraking.”  Ever  ! 
since  Watergate,  he  told  me,  many  journal-  j 
ists  think  they  must  be  “muckrakers”  and  I 
there’s  “too  much  muckraking”  in  the  news,  j 
This  concerned  me  because  in  another, 
separate  conversation  with  me  and  others,  ! 
the  president  had  expressed  a  view  that  our  ! 
students  don’t  need  to  learn  “investigative  ! 
journalism.”  Many  nonjoumalists  use  ! 

“muckraking”  as  a  negative,  but  many 
journalists  —  myself  included  —  consider  it  i 
part  of  our  honorable  tradition  of  investiga-  i 
tive  journalism.  (W e  journalists  —  not  Dr.  ' 
Harvey,  as  the  story  said  —  often  use  the 
phrases  interchangeably.)  In  light  of  that, 
my  concern  was  that  if  we  teach  our 
students  thorough  reporting  —  or  even 
investigative  journalism  —  might  the 
president  consider  that  “muckraking”?  ! 


That  can  have  a  chilling  effect  on  what 
and  how  we  teach  our  students,  and  affect 
how  well  they  are  able  to  compete  against 
graduates  of  other  journalism  schools. 

Also  for  the  record.  I’m  extremely  proud 
of  what  we’ve  accomplished  in  our  journal¬ 
ism-communications  program  over  the 
past  two  years.  And  I  strongly  support  the 
powerful  vision  of  a  top-quality  journalism 
school  at  Hampton  University.  That  would 
contribute  greatly  to  much-needed  diversity 
in  our  profession.  My  sincere  hope  is  that 
this  powerful  vision  becomes  a  reality. 

CHARLOTTE  GRIMES 
CHAIR 

Department  of  Mass  Media  Arts 
Hampton  University 

CUNVENIENCE ISN'T  EVERYTHINU 

I  JUST  HAVE  TO  RESPOND  TO  THE  GREAT 

thoughts  of  your  intern  [“News  on 
dead  trees  is  now  a  dead  idea,”  Oct. 
14,  p.  33].  While  I  understand  Chris 
Nammour’s  opinions  are  personal  and  he 
is  entitled  to  them,  I  am  concerned  that 
such  beliefs  come  from  a  j-school  student, 
much  less  a  Medill  School  student,  much 
less  one  with  a  job  at  E^P. 

I  would  challenge  him  to  consider  that 
if  it’s  not  about  content,  that  if  it’s  about 
convenience,  why  does  he  listen  to  National 
Public  Radio,  but  not  WBBM-AM?  Why 
The  New  York  Times  and  The  Washington 
Post  Web  sites,  but  not  the  New  York  Daily 
News,  The  Des  Moines  (Iowa)  Register,  or 
the  Chicago  Tribune  sites? 

And  if  he  is  a  j-schooler,  he  further 
confirms  the  stereotype  that  editorial  has 
no  clue  about  the  business  side  of  their 
business.  He  recommends  money  be  spent 
on  digital  {continued  on  page  28} 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 
Newspapers  own  half  of  the  top  20  news  sites  in 
the  United  States.  See  the  story  under  Oct.  16  on 
our  “Headlines"  index  page. ...  Columnist  Charles 
Bowen  explores  tall  tales  at  an  American  folklore 
Web  site.  Find  interesting  feature  ideas  and  learn 
about  the  origins  of  icons  from  Johnny  Appleseed 
to  Pecos  Bill. ...  Our  partner  Photo  District  News 
offers  PhotoServe.com.  a  searchable  database 
of  photographers  in  every  state,  including  links 
to  their  portfolios.  Check  out  this  great  resource 
for  feature  photography. ...  And.  as  always,  a 
new  Photo  of  the  Week,  a  new  E&P  Online  Poll, 
a  calendar  of  industry  events,  and  links  to  the 
best  media  stories  available  on  the  Web. 
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An  accusation  by  a  group  of  96 
American  authors  that  news¬ 
papers  present  a  distorted  report 
of  the  presidential  campaign  met 
partial  contradiction  this  week  in 


an  Associated  Press  staff  analysis 
of  the  front-page  display  in  115 
newspapers. 

Sir  Keith  Murdoch’s  successor 
as  chairman  of  the  Melbourne 


(Australia)  Herald  and  Weekly 
Times  is  Harry  D.  Giddy,  who  for 
some  years  has  been  vice 
chairman  of  the  organization. 
Giddy  also  is  chairman  of  the 
Australian  Newsprint  Mills. 
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Local  newsrooms  have 
shooter  in  their  sights 


Hometown  papers  are  working  under 
pressure,  tracking  the  sniper  story 
deep  inside  the  danger  zone 

BY  JOE  STRUPP,  DAVE  ASTOR, 

AND  CHRIS  NAMMOUR 

It’s  been  an  exciting  tw'o  weeks  for  James 
A.  Mann,  associate  managing  editor  of  The  Free 
Lance-Star  in  Fredericksburg,  Va.,  as  con¬ 
fronting  a  major  national  stor\-  is  fairly  rare  in  his 
parts.  Still,  “We  will  be  glad  when  it’s  over,”  he  said 
Wednesday.  “This  is  not  a  ftm  thing  to  cover.  We’re 
the  same  as  anyone  in  the  communitv’.  You’re  looking 
over  your  shoulder  w'ondering  if  you’re  in  a  rifle  sight.” 

While  they  have  met  the  challenge  of  covering  the 
“suburban  sniper”  in  different  ways,  newspapers  in 
Virginia  and  Mar\iand  near  w'here  shootings  took 
place  (11  incidents  causing 
nine  deaths,  as  E&P  went  to 
press)  are  united  in  feeling 
the  strain  both  on  nerves  and 
resources.  It’s  especially  diffi¬ 
cult  because,  here,  it  is  simul¬ 
taneously  a  local,  regional, 
and  national  stor\’. 

Two  of  the  sniper  shootings 
occurred  within  five  miles  of 
The  Free  Lance-Star.  About 
12  people  at  the  paper,  nearly 
half  the  reporting  staff,  are 
covering  the  story.  Also  in¬ 


Montgomery  County  Police 
Chief  Charles  Moose’s  briefings 
draw  local  and  national  media. 


volved  are  all  seven  staff  photographers,  and  the 
paper  is  cooperating  with  three  sibling  radio  stations. 

Kari  Pugh,  co-lead  reporter  on  the  stoiy  with  Keith 
Epps,  has  been  w  orking  nearly  20  hours  of  overtime  a 
week  lately.  “I’m  too  busy  to  be  scared,"  she  said. 

Even  as  national  correspondents  flock  to  the 
region.  The  Free  Lance-Star  has  focused  on  local 
angles.  One  article  revealed  that  requests  for  con¬ 
cealed-weapon  permits  rose  significantly  after  the 
shootings  as  residents  sought  to  protect  themselves. 
Pugh  has  tried  to  do  some  investigative  work,  but,  like 
the  police,  she  hasn’t  come  up  with  much. 

The  paper  did  not  tiy  to  inter\iew  a  local  woman 
wounded  Oct.  4,  after  she  asked  the  media  to  refrain, 
partly  because  she  is  a  possible  witness  and  the  sniper 
is  still  on  the  loose.  “Eveiy  news  organization  in  the 
world  has  called  me  to  tiy  to  get  her  phone  number,” 
Pugh  told  E^P,  but  she  has  not  divulged  it. 

Even  the  paper’s  noncrime  coverage  has  been 


OVER  BOOKLET 

A  group  working  to 
ease  marijuana 
laws  is  criticizing  The 
New  York  Times  for 
creating  and  distribut¬ 
ing  a  handbook  with 
the  White  House 
Office  of  National  Drug 
Control  Policy  that  it 
claims  is  fufi  of  distor-  - 
tions  about  the  drug. 

The  Washington- 
based  Marijuana 
Policy  Project,  in  an 
Oct.  17  letter  to  Times 
Publisher  Arthur  0. 
Sulzberger  Jr.  obtained 
by  E&P,  called  the 
85-page  booklet  on 
marijuana  distributed 
through  the  Times' 
Newspaper  in  Educa¬ 
tion  Program  “a  suc¬ 
cession  of  distortions, 
exaggerations,  and 
strategic  omissions  of 
relevant  data.”  The 
nonprofit  group  also 
complained  that  the 
timing  of  the  hand¬ 
book,  released  Oct. 

15,  is  improper  be¬ 
cause  it  occurred  just 
weeks  before  Election 
Day,  when  marijuana 
ballot  measures  will 
go  before  voters  in 
several  states. 

Times  executives 
declined  to  address 
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affected  because  so  many  local  events  have  been 
called  off.  When  high-school  football  games  were 
postponed  from  Friday,  Oct.  11,  to  the  following  Mon¬ 
day,  it  led  the  paper  to  scale  back  its  Saturday  issue. 

Pugh  wishes  law-enforcement  officials  would  give 
out  more  information.  “I’m  fhistrated,”  she  said. 
“They  say  they  want  the  public’s  help.  How  are  people 
supposed  to  help  when  they  don’t  know  what  they’re 
looking  for?” 

Farther  north,  in  Alexandria,  The  Northern  Vir¬ 
ginia  Journal  is  one  of  three  papers  in  the  sniper  zone 
owned  by  Journal  Newspapers  Inc.,  which  also  runs 
two  Maryland  papers.  The  Montgomery  Journal  in 
Rockville  and  The  Prince  George's  Journal  in  Lanham, 
and  has  a  newsroom  in  Manassas,  Va.  (site  of  another 
sniper  killing).  Sniper  news,  said  Scott  McCaffiey, 
managing  editor  for  the  group,  has  “disrupted  every¬ 
thing.  The  scene  shifts  each  time,  and  every  reporter 
has  had  to  pick  it  up  in  a  different  newsroom.  We’ve 
had  to  be  creative,  especially  at  night.” 

The  story  has  required  all  reporters  to  be  on  stand¬ 
by.  Amazingly,  Matt  Young,  22,  who  graduated  from 
the  Medill  Graduate  School  of  Journalism  at  North¬ 
western  University  just  six  weeks  ago,  has  become  one 
of  the  paper’s  lead  reporters  on  the  story. 

The  Montgomery  Journal  in  Rockville,  where  the 
shootings  began  (and  home  to  the  task  force  coor¬ 
dinating  the  investigation),  has  a  staff  of  just  four 
reporters  and  one  full-time  intern  covering  both 
the  sniper  story  and  everyday  local  news.  Amy 
Dominello,  assistant  managing  editor,  admitted  that 
many  nonsnipei  stories  have  been  shelved.  “People 
are  calling  us  asking  ‘When  are  you  going  to  do  this 
stoiy?  When  are  you  going  to  do  that  stoiy?’”  For 
now,  the  paper  continues  to  emphasize  the  impact  of 
the  sniper  threat  on  area  residents  and  their  commu¬ 
nity'  —  such  as  the  effect  of  a  new  ban  on  hunting. 

Dominello  said  that  although  there  has  been  some 
cooperation  between  the  Journal  papers,  they  mostly 
have  been  working  independently.  “The  papers  here 
are  their  own  little  fiefdoms,”  she  said. 

One  of  her  reporters,  Sara  Michael,  said  that  while 
the  possibility  of  more  shootings  nearby  made  her  a 
little  nervous,  it  wasn’t  interfering  with  her  reporting. 
“You  have  to  separate  yourself  from  the  story,” 

_ —— — : - 1  she  told  E&P.  “You 

SU  ^  1  have  to  be  scared 

iiit  frte  Cante-^tar  on  your  own  time, 

—  ^  -- — -  not  when  you’re 

t  Mai  shciti'a  fast  escape  ,  working.'  B 

Ai  I  I, hone skilUlndowVBl  I 


the  allegation  that  the 
booklet  distorted  facts. 
But,  in  a  statement 
Friday,  the  paper 
defended  its  practice 
of  providing  such 
educational  materials, 
which  are  used  in 
conjunction  with  the 
daily  paper.  “Our  main 
goal ...  is  to  foster 
development  of  critical 
thinking  skills  through 
newspaper  reading,” 
the  statement  read. 
“We  are  able  to  do 
this  in  part  by  helping 
teachers  to  integrate 
newspapers  into  their 
curriculum.”  The 
Times  also  said  this 
was  the  third  hand¬ 
book  it's  produced 
with  the  White  House 
drug  office. 

-  JOE  STRUPP 


Help-wanted  still  huHing 


Groves  said  help-wanted 
advertising  isn’t  likely  to 
show  strong  growth 
until  the  second  quarter 
of  next  year.  The  lack  of 
hiring  suggests  this 
recovery  could  be  a 
jobless  one  like  the  last 
one,  when  job  growth 
barely  improved  for 
months  after  economic 
growth  resumed. 

Companies  with  big- 
market  concentrations, 
such  as  Knight  Ridder, 
are  bearing  the  brunt  of 
the  hiring  weakness.  The 
No.  2  newspaper  chain 
by  circulation  saw  third- 
quarter  retail  and 
national  advertising  rise 
relative  to  last  year,  but 
not  enough  to  offset  a 
24%  dropoff  in  recruit¬ 
ment.  Overall,  KR’s  ad 
revenue  declined  0.1%. 

Even  facing  compar¬ 
isons  with  a  50%  help- 
wanted  ad  decline  in  last 
year’s  fourth  quarter,  “I 
don’t  think  well  see 
growth  in  that  category 
this  year,”  KR  News- 


BY  LUCIA  MOSES 

There’s  a  nip  in 
the  air  as 
November  nears. 
Advertising  has  begun  to 
pick  up  across  the  indus¬ 
try,  but  for  the  most  part 
recruitment  hasn’t  kept 
pace.  Last  week  it 
became  clear  that  com¬ 
panies  continued  to  log 
double-digit  declines  in 
help-wanted  ad  revenue 
in  the  third  quarter, 
despite  easy  compar¬ 
isons  with  last  yecU'. 

The  poor  results 
reflect  the  soft  hiring 
market  that  has  yet  to 
show  any  clear  signs  of 
improvement.  “Busi¬ 
nesses  aren’t  investing  in 
capital  right  now,  and 
until  they  do,  we’re  not 
going  to  start  seeing  that 
boost”  in  hiring  that 
fuels  newspaper  job-ad 
revenue,  said  Miles  E. 
Groves,  chief  economist 
for  the  Barry  Group 
consultancy. 

Even  if  businesses 
began  spending  now. 


The  online-recruit¬ 
ment  game  got 
more  competitive  for 
newspaper-owned 
CareerBuilder  LLC 
after  Yahoo!  Inc. 
bought  HoUobs.com 
in  February,  making  it 
a  much  bigger  player. 
Now,  CareerBuilder 
is  taking  them  on  in 
court,  slapping 
Hotlobs  with  a  patent- 
infringement  lawsuit. 
Filed  Oct.  15  in  Chica¬ 
go,  the  suit  accuses 
Hotlobs  of  infringing 
on  two  of  Career- 
Builder’s  patents  with 
its  “Job  Search 
Agents"  feature,  which 
lets  job  seekers  sign 
up  to  get  e-mail 
notifying  them  of  a  job 
match.  CareerBuilder 
said  it  would  seek 
damages  that  could 
exceed  $20  million. 
Six  days  before,  with 
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Ahead  of  the  news 


PARIS-Six  years  after  a  fed-up  France 
launched  a  vigorous  aackdown  on  Islamic 
extremism,  the  camp^gn's  success  is  posing 
new  dangers  for  the'  United  States,  which 
must  cope  with  the  potentially  lethal 
spillover. 

"Terrorism  is  like  the  weather;  There  are 
zones  of  high  pressure  and  low  pressure,  and 
they  change  with  time,"  one  high-ranking 
French  law  enforcement  official  said  in  an 
interview.  "More  and  more  in  the  future,  the 
United  St^es  is  going  to  be  a  target  that 
will  replace  the  traditional  targets,  like 
France."... 

To  many  historiairs  of  Islamic  radicalism, 
it  is  an  irony  of  history  that  the  United 
States  may  increasingly  become  a  target  of 
attacks.  In  a  book  to  be  published  in 
English  next  month;  Swiss  journalist 
Richard  Labeviere  charts  what  he  sees  as 
U.S.  complicity  in  the  rise  of  violent  Muslim 
movements,  from  the  religious  brotherhoods 
that  combated  nationalist  leaders  such  as 
Egypt's  Gamal  Abdel  Nasser  to  the  foreign 
recruits  sent  to  Afgharustan  during  the  '80s 
and  that  country's  present-day  rulers,  the 
Taliban. 

"For  America,  the  bill  is  now  coming 

due,"  Labeviere  said. 

0 

John-Thor  Dahlburg 
/  Los  Angeles  Times 


The  Taliban  are  the  children  of  the  anti- 
Soviet  struggle  in  Afghanistan  and  the  more 
than  four  years  of  dvil  war  that  have  fol¬ 
lowed.  Drawn  in  large  part  from  madrasas,  or 
religious  schools,  in  Afghanistan  and 
Pakistan,  where  1  million  Afghan  refugees 
still  live,  and  often  knowing  little  save  a  dose 
of  Koranic  verses  and  how  to  use  AK-47 
assault  rifles  and  other  modem  weapons  of 
war,  they  are  the  newest  generation  of  battle- 
hardened  fighters  to  be  forged  in  the  heat  of 
the  Afghan  conflict. 

To  anyone  who  has  followed  this  Asian 
country's  ongoing  tragedy,  one  question  that 
comes  to  mind  is:  What  will  these  boys  and 
young  men  be  doing  in  five  or  10  years? 

"We  will  go  on  to  fight  the  murdering  lead¬ 
ers  of  other  coimtries,"  was  the  quick  answer 
of  Muhammad  Musa,  18,  a  Talib  who  was 
recruited  to  the  force  at  a  madrasa  in  the 
Pakistani  port  city  of  Karachi. 

John-Thor  Dahlburg 
Los  Angeles  Times 
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threats  of  legal  action 
growing,  HoUobs 
and  Yahoo!  had  sued 
CareerBuilder,  seeking 
a  declaration  that  its 
patents  are  invalid, 
unenforceable,  and 
not  infringed  by 
Hotlobs. 

CareerBuilder 
already  had  reason  to 
be  peeved  at  Hotlobs 
when  the  patent  trou¬ 
ble  started.  In  a  July 
letter  to  Hotlobs,  the 
company  complained 
that  Hotlobs  sales 
reps  were  e-mailing 
messages  disparaging 
CareerBuilder  to  Ca¬ 
reerBuilder  customers. 

-  LUCIA  MOSES 

SUNSHINE  STATE 
MEDIA  SHUEELE 

Newspaper-7V 
alliances  in 
South  Florida  have 
been  juggled  since 
the  South  Florida 
Sun-SentJnel  took 
over  management 
of  corporate  sibling 
WBZL-TV. 

The  Fort  Lauderdale- 
based  newspaper 
switched  news-gather¬ 
ing  allegiances  to 
WTVJ-TV  from  WBZL- 
competitor  WFOR-7V. 
WBZL  earlier  had 
purchased  WTVJ’s 
nightly  newscast.  As 
part  of  that  switch, 
WTVJ  dropped  its 
alliance  with  the  Sun- 
Sentinel's  competitor 
to  the  south.  The 
Miami  Herald. 

Sun-Sentinel  Pub¬ 
lisher  Bob  Gremillion 
took  responsibility  for 
WBZL  after  federal 
regulators  in  August 
lifted  a  ban  on 
cooperation  between 
the  two  properties. 

-  LUCIA  MOSES 


paper  Division  President 
Steven  B.  Rossi  said 
during  a  conference  call 
with  analysts  last  week. 

More  bullish  was  the 
New  York  Times  Co., 
which  expects  to  show  a 
year-over-year  gain  in 
help-wanted  ad  revenue 
in  the  fourth  quarter, 
with  the  aid  of  rate 
increases  and  aggressive 
online  ad  sales. 

Growth  is  resuming  in 
some  small  markets, 
which  didn’t  benefit 
from  the  tech  bubble  of 


the  late  1990s,  as 
demonstrated  by 
Gannett  Co.  Inc.  and  the 
E.W.  Scripps  Co.  Those 
gains  weren’t  enough  to 
offset  results  in  their  big¬ 
ger  markets,  however. 

With  newsprint  and 
labor  costs  down,  com¬ 
panies  have  been  able  to 
report  strong  earnings  in 
spite  of  weak  ad  revenue. 
Among  the  biggest  eam- 
ings-per-share  gainers 
were  the  Times  Co.,  up 
15.2%,  and  the  Tribune 
Co.,  which  reported  a  71- 


j  cent  profit  versus  a  31- 
I  cent  loss  a  year  ago. 
i  Reflecting  the  tight 
j  times,  companies 
I  emphasized  the  contri¬ 
butions  of  their  online 
divisions.  Knight  Ridder 
said  its  digital  arm  was 
on  track  to  meet  its  stat¬ 
ed  goal  of  breaking  even 
on  a  run-rate  basis  in  the 
fourth  quarter.  And  Dow 
Jones  &  Co.  Inc.,  despite 
an  otherwise  punishing 
period,  reported  its 
j  Consumer  Electronic 
I  Publishing  Unit’s  cash 


flow  turned  positive  last 
quarter. 

The  benefits  of  cost¬ 
cutting  will  diminish, 
though,  as  companies 
start  to  cycle  through  the 
head-count  reductions 
of  the  past  two  years  and 
begin  to  pay  at  least  part 
of  a  $50-per-metric-ton 
increase  in  newsprint 
prices.  If  that  rise 
reflects  an  uptick  in 
consumption  due  to 
j  higher  advertising 
■  demand,  nobody  will 
1  complain  too  loudly.  11 


Candidates  may  go 
soft  on  Net  spending 

BY  CARL  SULLIVAN 

COULD  THE  CAMPAIGN-FINANCE- 

reform  law  that  takes  effect  Nov. 

6  send  flush  political  advertisers 
scurrying  to  newspaper  Web  sites  with  their 
dollars?  It’s  not  as  far-fetched  a  notion  as  it 
might  seem. 

The  McCain-Feingold  law  restricts  “soft 
money”  political  advertising  on  radio  and 
TV,  but  it  specifically  exempts  the  Internet 
from  those  spending  restrictions.  So  big  cor¬ 
porations  and  other  groups  that  have  spent 
to  their  hearts’  content  on  behalf  of  political 
candidates  for  so-called  issue  ads  on  TV  may  now 
turn  to  the  Web  to  do  their  unregulated  spending. 

“There  are  real  opportunities  for  Web  sites  to 
attract  campaign-advertising  dollars,”  said  Karen 
A.B.  Jagoda,  president  of  e-Voter  Institute,  a 
Washington-based  trade  group  that  promotes  online 
solutions  for  politics.  “Those  sites  that  require  regis¬ 
tration  will  be  extremely  useful  for  candidates  in 
terms  of  targeting  voters  by  ZIP  codes.” 

One  caveat:  Several  legislators,  led  by  U.S.  Rep. 

Christopher  Shays,  R-Conn.,  sued  the  Federal 
Election  Commission  on  Oct.  8  to  close  the  Internet 
loophole  that  will  allow  soft  money  to  be  spent 
online.  But  the  FEC  says  Congress  didn’t  include  the 
Internet  in  the  soft  money  ban  when  the  original 
legislation  was  passed. 

In  the  meantime,  some  newspapers  already  have 
been  drawing  a  fair  share  of  election-related  Web 
advertising.  The  New  York  Times  on  the  Web  accept¬ 
ed  its  first  political  ads  in  1998,  said  Jason  Krebs,  the 
site’s  vice  president  of  sales. 

Krebs  noted  that  attracting  political  advertisers  is 
hard  work.  Campaigns  “don’t  have  the  most  efficient 
media-planning  departments,”  he  said.  “They’re  very 


Jason  Krebs,  vice  president  of 
sales  for  The  New  York  Times 
on  the  Web,  noted  his  site  ran 
targeted  ads  for  Michael  R. 
Bloomberg’s  campaign  during 
last  year’s  mayoral  race. 


skilled  with  what  they  want  to  say,  but  not  always 
sure  of  the  best  places  to  say  it.”  And,  of  course, 
there’s  no  continuity  from  one  campaign  to  the  next. 
Krebs  said  his  staff  communicates  with  Democratic 
and  Republican  party  operations  in  an  effort  to  keep 
the  dialogue  going  in  the  off-season. 

To  date,  candidates  have  tended  to  approach  news 
Web  sites  in  the  final  days  of  the  campaign,  when 
they’re  looking  to  spend  surplus  funds.  While  politics 
has  been  a  small  category  for  The  New  York  Times' 
site,  the  revenues  are  significant  for  the  month  prior 
to  the  election,  Krebs  said. 

“I  think  there  should  be  more  political  advertising” 
on  news  Web  sites,  Krebs  said.  He  pointed  to  a  two- 
month  campaign  last  year  for  New  York  mayoral 
candidate  Michael  R.  Bloomberg,  now  mayor,  which 
served  banner  ads  based  on  the  demographics  and 
location  of  the  user. 

Krebs  advises  other  newspapers  that  want  to  go 
after  the  political  pot  to  keep  it  simple.  “Just  focus  on 
who  your  audience  is  —  the  size  of  the  audience  and 
their  education  levels,”  which  are  typically  higher  for 
Web  sites  than  other  media,  he  said.  “Don’t  focus  on 
the  technology.”  11 
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Turning  the  page  on  Chapter  11 

Biy  Goss  man  says,  ‘We’re  alive’ 


BY  MARK  FITZGERALD 

CHICAGO 

Reflecting  on  his  first  100  days  on  the 
job,  CEO  Robert  A.  BrowTi  said  Goss  Inter¬ 
national  doesn't  look  so  bad  off.  “We’re  just 
trying  to  get  the  message  out  that  we’re  alive,”  he 
added.  “We’re  kicking.” 

The  way  he  figures  it,  Goss  still  has  the  leading 
share  among  printing- 
press  manufacturers 
worldwide,  demand  is 
beginning  to  pick  up  in 
its  Asia/Pacific  mar¬ 
kets,  and  the  company’s 
past  troubles  —  so 
widely  publicized  in  the 
United  States  and 
Canada  —  rate  barely  a 
mention  among  over¬ 
seas  customers. 

“Look,  I’m  not  naive 
Brown  said.  “In  the 
U.S.,  absolutely,  we’ve 
struggled.  From  a  cus¬ 
tomer  perspective,  that 
image  is  a  big  challenge  for  us  going  forw  ard.  But  all 
stakeholders  in  North  America  have  been  impacted 
by  the  issues  Goss  faced  —  and  what  I  hear  from 
North  America  customers  is,  they  are  fairly  support¬ 
ive  of  Goss  continuing  to  be  a  player  in  this  market.” 

As  Browm  spoke  with  in  Goss’  Westmont,  Ill., 
headquarters,  the  empty  offices  and  sparsely  used 
parking  lot  echoed  the  company’s  troubles.  (Next 
month,  it  moves  to  cozier  quarters  in  the  nearby 
Chicago  suburb  of  Bolingbrook.)  Goss  emerged  in 
Febniaiy  from  its  second  Chapter  11  reorganization 
in  as  many  years  with  a  new  owner:  Matlin  Patterson 
Asset  Management  LLC  (MPAM),  whose  $2.2- 
billion  investment  hind  specializes  in  distressed 


companies.  In  the  past  two  years,  it  closed  its  last 
U.S.  manufacturing  plant  and  alienated  some  big 
customers,  most  notably  the  Chicago  Sun-Times, 
which  complained  of  service  problems. 

Brown  said  MPAM’s  cash  infusion  has  helped 
Goss  slowly  rebuild  its  parts  inventory  as  the  first 
step  towards  gaining  cus¬ 
tomer  acceptance  of  its 
service.  “It  won’t  change 
overnight,”  he  said.  “In  the 
U.S.,  I  think  we’ll  take  some 
small  steps  first,  (A)  to  get 
parts  [to  papers]  and  (B)  to 
get  competent  people  there 
to  get  the  job  done.” 

Goss  is  also  taking  some 
baby  steps  in  product  devel¬ 
opment  —  with  the  North 
American  market  in  mind. 
It  used  the  IfraExpo  equip¬ 
ment  show  in  Barcelona, 
Spain,  last  week  to  an¬ 
nounce  that  its  Colorliner 
press  now  will  be  available 
in  a  50-inch  web  width,  the 
new  broadsheet  standard  in  North  America.  It  also 
announced  that  its  digital  inking  system,  which  uses 
digital  page  packs,  will  be  available  as  options  on  its 
singlewide  presses,  including  the  Universal  70. 

Brown  is  even  breathing  a  little  life  into  Adopt, 
the  suite  of  digital-printing  technologies  that  gener¬ 
ated  industry'  excitement  in  the  mid-1990s  —  only 
to  be  left  for  dead  during  the  company’s  financial 
troubles.  In  the  years  since  Adopt  was  mothballed, 
competitors  led  by  MAN  Roland  have  jumped  well 
ahead  in  the  race  to  develop  a  digital  press  that 
can  work  under  newspaper  conditions.  Brown  said 
a  former  manager  in  the  Adopt  project  has  been 
retained  to  assess  the  potential.  11 


Bishop  treats  Worcester  reporter  like  pawn 


Attorneys  for  the 
Telegram  ^  Gazette  in 
Worcester,  Mass.,  are 
trying  to  quash  a  subpoena 
issued  to  the  paper’s  religion 
reporter,  which  would  compel 
her  to  be  deposed  and  turn  over 
e-mail  messages  and  notes,  in  a 
civil  lawsuit  involving  a  clergy¬ 
man  accused  of  sexual  abuse. 


David  lanelli,  a  lawy'er  repre¬ 
senting  the  paper,  plans  to  file  a 
motion  this  week  to  block  the 
subpoena.  “The  information 
gathered  by  the  reporter  is 
protected,”  lanelli  told  E&P. 
The  subpoena  directs  reporter 
Kathleen  A.  Shaw  to  be  deposed 
Nov.  11  in  Worcester  Supierior 
Court  in  a  civil  suit  brought  by 


Sime  Braio, 

52,  against 
the  Roman 
Catholic 
Diocese  of 
Worcester.  His 
suit,  filed  in 
Kathleen  Shaw  July,  contends 
he  was  molested  by  Auxiliary 
Bishop  George  Rueger  during 
Braio’s  time  as  an  altar  boy 
years  ago.  —  Joe  Strupp 


NEWSPAPEBS 
ON  THE  JOBS 

Signaling  a  shift 
from  the  days 
when  help-wanted 
advertising  sales 
essentially  meant 
order-taking,  some 
papers  are  trying  a 
new  service  that 
attempts  to  finish  the 
job  for  employers. 

The  Center  for 
American  Jobs  (CAJ), 
a  recruitment-services 
firm,  tries  to  help 
employers  fill  open¬ 
ings  by  combing  a 
paper’s  database  of 
job  seekers  for  quali¬ 
fied  applicants.  It’s  an 
extension  of  its  service 
that  lets  job  seekers 
submit  a  profile  to  the 
newspaper  either 
online  or  by  phone. 
The  system  is 
expected  to  work  best 
at  filling  hourly  or 
entry-level  jobs  that 
turn  over  often. 

“We’re  taking  the 
customer-satisfaction 
service  one  step 
higher,”  said  Jonathan 
D.  Ahibrand,  CEO 
and  president  of  the 
Harper  Woods,  Mich.- 
based  company. 

The  McClatchy  Co. 
plans  to  adopt  the 
system  at  The  News 
Tribune  in  Tacoma, 
Wash.,  and  eventually 
all  its  papers. 

Fraser  Van  Asch, 
vice  president  of 
business  development 
for  Nando  Media, 
McClatchy’s  Internet 
subsidiary,  saw  the 
potential  to  help 
McClatchy’s  papers 
compete  for  hourly 
job  ads  and  maintain 
their  position  as 
leading  recruitment 
outlets.  And  since 
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CAJ  makes  money 
by  taking  a  cut  of  the 
upsell  amount,  he 
said,  there's  almost 
no  risk  to  the  papers. 

-  LUCIA  MOSES 


“You  can  search  by  an\thing,”  Svvillinger  stressed, 
“[whether]  you  want  to  talk  to  20-year-olds,  people 
who  live  in  a  certain  town,  or  people  named  John.” 

The  newspaper  recraits  Two  Cents  sources  using  its 
Web  site  (http://www.sfgate.com),  which  asks  each 
person  to  provide  information,  then  come  in  to  be 
photographed.  Swillinger  said  no  true  background 
checks  are  performed,  however.  If  a  reporter  needs 
a  source,  he  or  she  submits  a  request  to  Swillinger. 
Reporters  do  not  have  access  to  the  database,  and  all 
queries  go  through  her. 

;  The  paper  continues  to  use 
L  ^he  resource  for  instant  vox 
populi  responses.  “It  brings 
quite  a  range  of  expression,” 
said  Bob  Egelko,  a  Chronicle 
courts  reporter  who  used  Tw'o 
Cents  to  collect  comments 
on  a  lawsuit  challenging  the 
right  of  marketers  to  send 
out  unsolicited  faxes. 

For  Kelly  St.  John,  a  re¬ 
porter  in  the  paper’s  Oakland 
bureau,  the  database  pro¬ 
duced  residents  w'ho’d  seen 
their  property  taxes  decline  — 
not  an  easy  group  to  find  these 
days  —  for  a  story  on  local 
property'  assessments. 

Swillinger  admitted  Two 
Cents  could  make  some  re¬ 
porters  lazy  if  they  relied  on  it 
too  often.  She  said  editors  keep  tabs  on  who  uses  the 
database,  checking  to  see  that  no  one  makes  a  habit  of 
it  and  the  information  is  used  primarily  for  deadline 
stories  or  those  with  hard-to-find  sources.  Editors 
also  guard  the  data  careftilly,  vowing  they  will  not  get 
into  the  hands  of  marketing  or  advertising  people.  H 


Homegrown  database  helps  ‘Chronicle 
reporters  meet  sources  willing  to  talk 


BY  JOE  STRUPP 

WHEN  Sam  Zuckerman  of  the  San 
Francisco  Chronicle  w'anted  to  find  unem¬ 
ployed  people  moving  out  of  the  Bay  Area 
for  a  story  on  joblessness,  he  did  the  usual,  asking 
co-workers,  friends,  and  any-  i» " 
one  else  he  could  for  contacts, 

Yet  this  didn’t  get  him  far,  %  ^ 
so  he  sought  help  from  “Two  t  ^^PljlllllHV 

Cents,”  an  unusual  database  of 
Chronicle  readers  and  sources.  ^|H|| 

The  result;  he  met  Bryan 
Clouse  —  a  35-year-old  com-  ^ 
puter  programmer  who’d  been 
out  of  work  for  more  than  a 
and  was  fteeing  the  Bay 
Area  for  his  Michigan  home- 
town  in  search  of  gainful 
employment.  Clouse’s  tale 
became  the  lead  anecdote  in 
the  story,  which  ran  late  last 
month.  “It  casts  a  real  wide 
net,”  Zuckerman  said  of  Two 
There  are  people 


The  New  York 
Times  on  the 
Web's  car  section  is 
now  powered  by  the 
Cobalt  Group  of  Seat¬ 
tle  —  a  function  pre¬ 
viously  performed  by 
Classified  Ventures' 
cars.com.  A  spokes¬ 
woman  for  New  York 
Times  Digital  attrib¬ 
uted  the  change  to 
“differences  in  their 
business  models.” 

“NYTimes.com 
sought  a  broader 
sales  category  in 
conjunction  with 
the  redesign  and 
relaunch  of  its  auto¬ 
classifieds  section,” 
said  Christine  Mohan, 
who  added  that  the 
New  York  Times  Co. 
remains  a  minority 
investor  in  Chicago- 
based  Classified 
Ventures.  Times 
affiliates  The  Boston 
Globe  and  the 
Telegram  &  Gazette 
in  Worcester,  Mass., 
will  continue  to  use 
cars.com. 

In  addition  to 
running  NYTimes 
.com/autos.  Cobalt 
manages  vehicle- 
inventory  data  from 
participating  dealers 
and  private  sellers 
who  list  their  ads  on 
the  site.  Cobalt  also 
runs  car  channels  for 
the  Houston  Chron¬ 
icle  and  The  Palm 
Beach  Post  in  West 
Palm  Beach,  Fla. 

-  CARL  SULLIVAN 


Cents. 

found  this  way  that  I  would 
not  have  otherwise.” 

Zuckerman  is  one  of  many 
Chronicle  reporters  and  editors  who’ve  put  the  new 
database  to  work  since  January  to  find  sources  for 
stories,  reader  reaction  to  news  events,  and  “man-on- 
the-street”  opinions.  Two  Cents  is  a  listing  of  more 
than  1,600  residents  of  the  nine  Bay  Area  counties 
served  by  the  Chronicle  that  includes  each  person’s 
address,  telephone  number,  e-mail  address,  birthday, 
and  occupation,  plus  any  interests,  hobbies,  or  other 
facts.  Their  photos  also  are  put  on  file. 

The  database  started  out  last  year  merely  as  a  way 
for  editors  to  locate  residents  for  comment  on  issues 
for  a  weekly  Sunday  column,  according  to  Heidi 
Swillinger,  who  created  the  database.  By  January',  the 
listing  had  grown  so  much,  editors  began  using  it  to 
get  opinions  on  virtually  any  news  story  or  issue.  “We 
began  to  expand  it  when  a  reporter  came  to  me  with  a 
story  on  a  poll  and  w'anted  some  kind  of  feedback,” 
Swillinger  recalled.  “I  sent  out  an  e-mail  [message]  to 
the  people  on  the  list,  and,  within  an  hour,  I  had  more 
than  50  responses.  I  realized  what  the  potential  was.” 

Since  then,  reporters  have  dipped  into  the  Two 
Cents  well  for  sources  and  reactions  on  everything 
from  organ  transplants  to  the  Pledge  of  Allegiance. 


Desperately  seeking  comment;  Heidi  Swillinger's 
database  helps  reporters  on  deadline  get  quotes. 


Garcia’s  design  for  living 

Design  consultant 
Mario  Garcia,  who 
has  worked  with 
The  Wall  Street  Journal, 

The  Philadelphia  Inquirer, 
and  other  top  papers,  will 
have  his  book  Pure  Design 
published  by  Miller  Media 
in  December.  He  calls  it  “a 
living  text  of  how  we  should 
present  information.”  It 
covers  design,  page  layout,  and  photo  selection, 
among  other  areas.  —  Chris  Nammour 


mano  garcia 
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Journalism 
students 
have  a  word 
for  buildings 
like  this: 

“WOW” 


1 


!  Ni  l 


1 


Introducing  the 

McCORMICK  TRIBUNE  CENTER 

At  Northwestern  University’s  Medill  School  of  Journalism 
Dedicated  October  7,  2002 

The  McCormick  Tribune  Center  is  a  state-of-the-art  $1 7.5  million  facility  tor  Medill's  journalism 
and  integrated  marketing  communications  programs,  with  multimedia  classrooms,  broadcast 
studios  and  a  150-seat  theater  tor  public  affairs  programs.  It  was  made  possible  by  a  grant 
from  the  McCormick  Tribune  Foundation. 


McCormick  Tribune  Foundation 

Building  for  the  Future 

Communities  •  Journalism  •  Education  •  Citizenship 


Photo  by  Jos6  M.  Osorio.  Chicago  Tribune 


Dirks,  Van  Essen  &  Murray 


ARIZONA 

Ken  Western  to  editorial  page  editor  at  The 
Arizona  Republic  in  Phoenix  from  assistant 
editorial  page  editor.  He  succeeds  Keven 
Ann  Willey  (see  "Texas,”  below). 


CALIFORNIA 
Terry  Geiger  Jr.  to  the  newly  created  position 
of  director  of  Bee  IT  operations,  responsible 
for  infonnation  technologv'  at  all  three 
Bee  papers  in  California,  from  director 
of  systems  operations  at  The  Fresno  Bee. 


BY  JAMIE  SANTO 


CALIFORNIA 

Bryan  Monroe 

9  Btyan  Monroe,  37,  deputy  managing  editor 
of  the  San  Jose  Mercury  News,  has  been 
\  named  assistant  vice  president  for  news  at 

— '  parent  Knight  Ridder.  He  will  begin  his 
new  assignment  next  spring  upon  comple- 
tion  of  his  Nieman  Fellowship  at  Harvard 
Jr  .  .  University.  Monroe  joined  the  Mercury 

News  in  1991  as  design  director  and  has  overseen  two  redesigns 
of  the  newspaper.  He  serves  as  vice  president  for  print  of  the 
National  Association  of  Black  Journalists. 


CONNECTICUT 
James  C.  Kevlin  III  to  executive  editor  of 
the  Noru'ieh  Bulletin  from  editor  of  the 
Pottsville  (Pa.)  Republican  ^  Evening 
Herald.  Kevlin  succeeds  Keith  Fontaine, 
now  director  of  public  relations  at  the 
William  W.  Backus  Hospital  in  Norwich. 


NORTH  CAROLINA 
John  Moeur  to  news  editor  at  the  Daily 
Herald  in  Roanoke  Rapids  from  managing 
editor  of  the  Sierra  Vista  (Ariz.)  Herald. 


PENNSYLVANIA 
Dino  F.  Ciliberti  to  editor  of  the  Pottsville 
Republican  ^  Evening  Herald  from 
managing  editor.  Ciliberti  succeeds  James 
C.  Kevlin  III  (see  “Connecticut,”  above). 
Cindy  D’AliO  to  managing  editor  from 
news  editor. 

Kathryn  Campomizzi-Clews  to  news  editor 
from  lifestvles  editor. 


Daily  Tidings 


Biscuit  braces  for  a  bake 


TEXAS 

Koven  Ann  Willey  to  editorial  page  editor 
at  The  Dallas  Morning  Neu's  from 
editorial  page  editor  of  The  Arizona 
Republic  in  Phoenix. 


John  Wilburn  to  assistant  managing  editor  at 
the  Houston  Chronicle  from  news  and  oper¬ 
ations  manager  for  KHOU-TV’s  Web  site. 
Pete  McConnell  to  suburban  editor  from 
depuU’  national  editor. 

Laura  Tolley  to  state  editor  from  political 
editor  at  the  San  Antonio  Eupress-Neics. 


Lee  Enterprises,  Inc. 

has  sold 

Ashland  (OR)  Daily  Tidings 

(5,200  daily  circulation) 

Medford  (OR)  Nickel 

(30,000  distribution) 


ALABAMA 

Marilyn 

Mitchell 

to  managing  edi¬ 
tor  of  the  Mont- 
Adver- 


Ottaway  Newspapers,  Inc. 

We  are  pleased  to  have  represented 
Lee  Enterprises,  Inc.,  in  this  transaction 


i  gomeiy 

User  from  executive  editor  of  The 
Hattiesburg  (Miss.)  American. 
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mELLTOlEDOU' 

Publisher,  designer,  journalist,  and  advocate  for  a  free  press. 
Carlos  Castaneda  transformed  the  hemisphere's  newspapers 


WHEN  Carlos  Cast.aneda 
arrived  at  The  Miami 
Herald  in  1998  to  revive 
its  Spanish-language  El 
Nuevo  Herald,  he  took  one  look  at  that 
day’s  paper  and  told  a  colleague:  "No 
South  American  is  going  to  read  this.”  So 
he  set  to  work  creating,  as  Miami  Herald 
Publisher  Alberto  Ibargiien  put  it  the 
other  day,  “a  Latin  American  newspaper 
that  happens  to  be  edited  in  this  North 
American  countrv’.” 

One  indication  of  Castaneda’s  news¬ 
paper  genius  is  that  the  El 
Nuevo  Herald  he  reinvent¬ 
ed  seems  as  much  a  home¬ 
grown  part  of  Miami’s 
pastel  landscape  as  the  Art 
Deco  hotels  along  Ocean 
Drive  in  South  Beach  or 
the  flamingos  late  of 
Hialeah  Park.  Yet,  the 
paper  also  proved  so 
appealing  to  Latin  resi¬ 
dents  and  visitors  as  a  stand-alone  daily 
that  it  quickly  became  the  fastest-growing 
newspaper  in  the  Knight  Bidder  chain. 

Carlos  Mauricio  Castaneda  Angulo 
died  Oct.  10  at  age  70  from  an  aggressive 
form  of  leukemia  while  vacationing  in 
Lisbon,  Portugal.  He  was  an  extra¬ 
ordinarily  talented  newspaperman  who 
will  be  missed  for  the  many  ways  he 
advanced  the  industrv  and  the  free  press: 
as  a  publisher,  editor,  designer,  mentor, 
reporter,  and  human-rights  advocate. 

Castaneda  moved  between  the  news¬ 
paper  industrv’s  church  and  state  as 
naturally  as  a  Medici  pope.  He  would  be 
swarmed  by  graphic  artists  at  meetings 
of  the  Society  for  News  Design,  by 
marketers  at  conventions  of  the 


Association  of  Hispanic  Advertising 
Agencies,  and  by  free-press  activists  at  the 
Inter  American  Press  Association. 

But  Castaneda  was  most  at  home  in  a 
newsroom  as  an  edition  deadline 
approached.  Jaime  Correas,  news  director 
of  Diario  Uno,  remembered  Castaneda  as 
the  first  to  arriv  e  and  last  to  leiive  when 
he  was  virtually  inventing  the  paper  in 
Mendoza,  Argentina.  He  became  known 
as  "The  Doll,”  Correas  vvTote  last  week  in 
El  Nuevo  Herald,  because  he  was  always 
saving,  as  he  started  work.  “OK,  kid, 
now  we’ve  got  to  dress 
the  doll.” 

Castaneda  dressed  the 
doll  as  well  as  anybody  in 
the  business.  It  some¬ 
times  seemed  he  wasn’t 
redesigning  one  paper, 
but  an  industrv-.  The  text- 
and-graphic  blocks,  as 
well  as  the  no-jump 
philosophy,  he  introduced 
in  1970  as  the  first  editor  and  publisher  of 
the  Puerto  Rican  tabloid  El  Nuevo  Dla 
were  soon  copied  throughout  Latin 
America.  It  wasn’t  just  good  looks  these 
papers  wanted  to  emulate.  In  Castaneda’s 
28  years  at  the  paper,  El  Nuevo  Dia  grew 
its  cireulation  to  200,000  from  16.OOO. 

In  recent  years,  Castaneda  found  time 
to  consult  for  more  than  two  dozen 
papers,  but  the  tvTanny  of  time  —  and 
Fidel  Castro  —  denied  him  the  one 
opportunitv-  he  wanted  above  all:  to  create 
a  paper  in  his  native  Cuba.  Free  news¬ 
papers  shall  surely  publish  in  Cuba,  most 
likely  sooner  rather  than  later.  And.  when 
their  newsrooms  dress  the  doll,  just  as 
surely  they  will  reflect  Carlos  CiTstaneda’s 
ideas  and  spirit.  Que  en  paz  de-sea  use. 


It  sometimes 
seemed  that 
Castaneda  wasn't 
redesigning  one 
paper,  but  an 
indnstrs'. 
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Health  care: 
speaks  for  the 
“American  Way?” 


A  3-way  debate? 

Some  people  support 
investor-owned  health  care. 
Some  want  the  government 
in  charge.  But  many 
Americans  (in  fact,  a 
majority)  benefit  from  the 
significant  role  of  Nonprofit 
Health  Care,  the  “American 
Way.” 


Advocates  for  control  by 
government  melted  away  in 
the  bull  market  of  the  ‘90s, 
when  enthusiasm  for  health 
care  as  a  business 
investment  also  peaked. 

No  one,  however,  spoke 
for  the  “American  Way,” 
even  though  this  vast 
network  of  community- 


centered  entities  represents 
an  invaluable  public 
resource. 

Good  news:  The 
“American  Way”  works. 

“The  greatest  good  for 
the  greatest  number”  is  still 
a  classic  yardstick,  and  a 
major  recent  study*  shows 
Nonprofits  do 
“far  better” 
on  the  critical 
measures  of 
Access  to  Care 
and  Customer 
Satisfaction, 
j  two  public 
policy 

imperatives. 


Still  ... 

The  nonstop  drumbeat 
for  investor-controlled 
health  care  dominates  the 
debate. 

The  financial  press,  for 
example,  calls  conversion  to 
for-profit  status  “inevitable” 
since  the  equity  markets  are 
the  “only”  way  to  raise 


capital  for  technology  and 
growth. 

But,  hear  this. 

First,  Nonprofit  health 
care  entities  are 
fundamentally  healthy  and 
capable  of  financing  their 
future. 

Second,  even  in  the 
most  challenging  times. 
Nonprofits  never  have  to 
choose  between  what  they 
owe  stockholders,  and  what 
they  owe  patients. 

Let’s  all  be  heard. 

Let’s  re-assess  the 
interests  of  communities 
served  by  Nonprofits,  for 
whom  “responsibility  to 
patients”  is  the  top  priority, 
not  merely  a  means  to  an 
end. 

Then  the  debate  will 
become  a  little  less  one¬ 
sided  as  more  people  realize 
what’s  at  stake  in 
maintaining  and 
strengthening  a  national 
treasure,  the  “American 
Way.” 


*  Health  Affairs.  "Health  Plan  Characteristics  and  Consumers'  Assessments  of  Quality,"  March/April  2001.  (See  wwffi,Nan.PrQfithealth£are,X!rg  lor  abstract) 


Wm  you  insure  me, 
will  you  still  cure  me, 
w^en  Fm  64? 


Who  will  we  rely  on  for  our  health  care?  Americans 
can  (and  should)  still  rely  on  traditional  nonprofits,  whose 
primary  mission  is  "taking  care  of  people." 


It's  not  an  idle  question.  From  1990  to  2000,  the 
percentage  of  the  population  aged  60-65  grew  less  than 
2%.  From  2000  to  2010,  it  will  grow  50%.  Gray  boomers. 


Consider,  for  example,  access  to  care.  We  would 
never  claim  that  nonprofit  health  care  is  the  only  model, 
but  historically,  it's  been  the  one  most  focused  on 
community  health  and  customer  service  ...  even  for 
"unprofitable"  populations,  such  as  the  sick,  or  those  in 
need.  Or,  perhaps,  people  aged  50  to  64. 


Learn  more:  visit  www.NonProfitHealthCare.org 


ALLIANCE  FOR 
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Though  recently  sluggish  sales  in  stores 
could  trigger  chain  reactions  resulting 
in  hits  on  holiday-season  advertising 


Don’t  Discount 
Retail  —  Yet 


BY  LUCIA  MOSES 


Stores  have  been  madly  promoting 
discounts:  Just  look  at  preprints,  which  have 
gained  nicely  this  year  at  such  newspaper 
giants  as  Gannett  Co.  Inc.,  Knight  Ridder, 
and  the  Tribune  Co. 

“Retailers  know  that  newspaper  adver¬ 
tising  [docs]  the  heavy  lifting  in  their 
advertising,  and  I  think  they’re  going  to  be 
doing  more  in  that  area  over  last  year,”  says 
Tom  Holliday,  president  of’ the  Retail 
Advertising  &  Marketing  Association 
(RAMA),  a  National  Retail  Federation  unit. 

Of  course,  it  will  be  hard  for  newspapers 
not  to  beat  last  year’s  horrendous  fourth 
quarter.  Marketers,  e.xpecting  the  worst  after 
Sept.  11,  pulled  back,  and  newspaper  retail- 
ad  revenue  suffered  its  worst  quarter  since 
1991.  Even  so,  fourth-quarter  retail  sales 
proved  Sept.  11  w'asn’t  the  holiday-downer 
retailers  feared  it  would  be. 

“I  think  advertisers  chickened  out,  and 
the  public  surprised  them,”  says  Edward  J. 
Atorino,  who  follows  publishing  for  Blaylock 
&  Partners.  He  predicted  last  month  that 
newspaper  retail-ad  revenue  will  be  up  .5%  in 
the  fourth  quarter,  compared  with  a  decline 
of  6.4%  a  year  ago. 

The  nightmare  before  Christnurs? 

Still,  it’s  a  scary  time,  and  not  just  with 
Halloween  —  and  a  possible  war  against 
Iraq  —  in  the  air.  Enriched  by  a  fall  in 
ftiel  prices  and  a  rise  in  mortgage 
refinancing,  Americans  had  been  on  a 
seemingly  endless  spending  spree,  but  as 


AS  IF  PUBLISHERS  DON’T  ALREADY  HAVE  ENOUGH 

worries  —  with  newsprint  prices  on  the  rise  and  help- 
wanted  classified  advertising  in  the  tank  —  retail 
sales  may  be  slipping  now,  even  as  the  holiday  season 
rapidly  approaches.  Business  conditions  don’t  look 
great  for  the  nation’s  retailers.  Consumers  finally  seem  to  be  pulling 
back,  depressing  hopes  for  a  recovery  and  a  robust  fourth  quarter. 
But  all  the  anxiety  could  work  to  newspapers’  advantage.  For  one 
thing,  retailers  may  be  feeling  a  little  desperate  after  two  dis¬ 
appointing  fourth  quarters  in  a  row,  suggests  James  Conaghan, 
economist  for  the  Newspaper  Association  of  America. 


Considering 
new  directions 
in  retailing, 
Federated 
Department 
Stores  Inc. 
—  the  No.  1 
parent  company 
of  advertisers 
in  newspapers 
last  year  — 
created  a 
Lazarus  store 
“laboratory” 
at  Easton 
Town  Center 
in  Columbus, 
Ohio. 
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the  economic  malaise  drags  on  with  no 
sure  signs  of'recover\’,  consumers  are  now- 
showing  signs  of  caution. 

Chain  stores  had  disappointing  sales  in 
September,  w  hen  year-over-year 
comparisons  should  have  been  favorable, 
as  consumer  confidence  declined  for  the 
fourth  straight  month.  Even  auto  sales, 
w  hich  had  been  spurred  by  zero-percent- 
financing  offers  and  helped  to  prop  up 


retail  advertising  this  year,  have  slow  ed. 

True,  the  mortgage-refinancing  boom  has 
freed  up  money  for  additional  purchases. 

But  zero-percent-financing  offers  on  big- 
ticket  items  other  than  cars  have  soaked  up 
a  lot  of  it  so  far  this  year.  Such  spending 
reflects  consumers'  desires  to  take  advantage 
of  low-  prices  rather  than  an  improved 
outlook  on  their  personal  financial  situations 
or  the  economy  —  and  therefore  isn’t  likely 


to  benefit  holiday  sales,  according  to  a 
September  poll  by  Leo  J.  Shapiro  & 
Associates  LLC  in  Chicago,  a  tracker  of 
consumer  spending.  .Job  losses  over  the  past 
year  are  starting  to  take  their  toll,  and 
anxieties  about  ftiture  layoff’s  are  nmning 
high.  And  the  bears  in  the  stock  market  have 
laid  waste  to  the  "wealth  effect,"  ;is  many 
scramble  to  repair  cracks  in  their  nest  eggs. 

The  spectre  of  war  with  Iraq  and  rising 
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oil  prices,  along  with  the  continued  slump, 
also  threaten  future  spending.  In  surveys  of 
consumers’  buying  intentions,  most  people 
said  they  plan  to  spend  the  same  or  less 
this  holiday  season  than  last,  as  they  hunt 
for  bargains  and  practical  purchases. 
Analysts  project  year-over-year,  fourth- 
quarter  retail  sales  to  increase  2.5%  to  4%, 
a  smaller  gain  than  last  year’s  4.4%. 

“I  don’t  think  we’re  going  to  match  the 
spending  levels  of  last  year,  so  it’s  a  fight 
for  market  share,”  says  Owen  Shapiro, 
analyst  with  Leo  J.  Shapiro.  Since  people 
are  spending  less  at  the  store,  retailers  have 
to  increase  transactions.  Stores  would  like 
to  discount  less,  but  with  consumers 


conditioned  to  expect  bargains,  he  says, 

“It’s  going  to  be  very  hard  to  wean 
themselves  from  that  at  this  point.” 

The  National  Retail  Federation  is  in 
the  optimistic  camp,  predicting  a  4%  bump 
in  holiday  sales.  Still,  the  NRF  contends 
heavy  promotions  will  be  key  to  that 
outcome  as  consumers  make  finding  deals 
a  top  priority. 

That  means  stores  will  be  getting  their 
message  out  early  and  often.  It’s  happening 
in  mid-October  at  department  stores  that 
are  already  turning  to  markdowns  and  at 
electronics  stores  that  are  tiying  to  best 
each  other  on  price. 

For  retailers,  it’s  not  a  question  of 


IS  THIS  THE  FUTURE 
FOR  DIGITAL  DELIVERY  of 
NEWSPAPERS  AND  MAGAZINES? 


The  Tablet  PC 

Digital  Publishing  Conference 
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Will  Net  access  lead  to  net  profit 
for  Federated’s  Lazarus  store 
at  Easton  Town  Center? 

whether  they’ll  hit  their  goals 
this  year,  but  how.  And  news¬ 
papers  remain  important  tools. 

At  the  Bon  Marche,  a  big  user 
of  run-of-press  advertising  based 
in  Seattle,  “Our  goal  is  to  finish 
the  year  strong,  so  we  are  pulling 
out  all  the  stops  to  do  that,”  says 
Kimberly  Reason,  director  of 
corporate  communications  and 
media  relations  for  the  Federat¬ 
ed  Department  Stores  Inc.  chain.  J.C. 
Penney  Co.  Inc.,  headquartered  in  Plano, 
Texas,  has  been  sprucing  up  its  stores  and 
sharpening  its  edge  in  price  and  fashion, 
among  other  areas,  to  drive  sales.  “Until  the 
economy  changes,  you  just  have  to  work 
twice  as  hard,”  CEO  Allen  Questrom  said  at 
a  Sept.  26  analysts  meeting. 

I )ilf(‘ren t  ,st rakes  for  d iffc rent  folks 

If  all  this  anxiety  confers  a  short-term 
benefit  on  newspapers  in  the  form  of  glossy 
preprints  and  extra  display-ad  pages,  the 
long-term  outlook  for  their  biggest 
advertising  category  is  still  troublesome. 

It’s  an  old  story  for  newspapers,  but  one 
worth  repeating.  Retail’s  consolidation 
pace  may  have  slowed  since  the  early  1990s, 
but  analysts  believe  that  recessionarylike 
pressure  will  force  more  stores  to  buckle. 

Department  and  discount  stores  are 
betting  on  new  looks  and  private  labeling 
to  differentiate  themselves.  Federated 
Department  Stores  (also  parent  of  Macy’s, 
Burdines,  and  others)  is  adding  features 
such  as  Internet  kiosks  and  fitting  lounges 
with  flat-screen  TVs  as  part  of  an  eftbrt  to 
appeal  to  younger  shoppers.  Other  retailers 
such  as  the  Target  Corp.  and  Sears, 
Roebuck  and  Co.  also  are  getting  into  the 
game.  Target  selling  an  exclusive  line  of 
Woolrich  home  products  this  fall  and  Sears 
bujing  the  Land’s  End  catalog  business. 

Those  efforts  notwithstanding,  “I  think 
the  pressure  on  those  department  stores 
is  going  to  increase  over  time,”  says  Frank 
Badillo,  senior  economist  at  Retail 
Forward  Inc.,  a  consultancy.  “In  the  short 
run,  the  weak  environment  and  stiff 
comparisons  may  continue  to  generate 
some  good  advertising,  but  ^ls  the  shakeout 
unfolds,  I  think  a  more  negative  impact  is 
going  to  unfold  for  newspapers.” 

This  time,  the  focus  is  on  Kmart,  one 
of  newspapers’  top  customers.  The 
discounter  hasn’t  given  papers  much 
reason  for  hope  as  it  tries  to  dig  itself  out 
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percentage  of  sales,  and  they  put  most  of 
their  ad  dollars  to  work  not  in  print  but 
on  TV.  While  department  stores  such  as 
Dillard’s  and  Macy’s  put  96%  and  87% 
of  their  2001  ad  budgets,  respectively, 
in  newspapers,  J.C.  Penney  and  Sears 
allocated  just  40%  and  31%,  respectively. 
Even  Kohl’s  spent  less  than  half  of  its 


nation's  leading 


The 


car 


IS 


insurer 


leading  background  source 


your 


after  filing  for  bankruptcy  protection 
under  Chapter  11.  Sales  have  grown  slower 
than  expected  this  year,  and  executives 
have  said  they  expect  fourth-quarter, 
same-store  receipts  to  come  in  under  last 
;  year’s  already  low  levels. 

;  History'  has  show'n  that  even  today’s 
*  hot  stores  could  be  in  the  obituaries 
s  tomorrow.  “It’s  a  very'  volatile  industry',” 

%  Shapiro  says.  “The  ability'  of  stores  to  go 
S  from  very',  very  strong  growth  to  very  weak 
“  growth  is  incredible.” 

2  Expanding  national  chains  will  likely 
£  leave  more  small  to  midsize  stores  in  their 


dust,  while  the  growth  of  supercenters 
of  the  Wal-Mart  ilk  threaten  local  and 
regional  grocers.  Stores  are  already  on 
alert  on  the  West  Coast,  where  discount 
retailer  Kohl’s  Department  Stores  is 
expanding  next  year. 

Unlike  their  predecessors,  these  growth 
companies  spend  less  on  advertising  as  a 
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Newspaper  Retail- Ad  Revenue  and  Retail  Sales 
Movement,  Expressed  as  a  Percentage,  in  the  Fourth  Quarter,  1992-2001 
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Sources:  Newspaper  Association  of  America.  Retail  Forward  Inc 
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ad  budget  on  newspapers  last  year. 

Shrinking  ad  budgets,  growth  in 
preprint  usage,  consolidation  in  favor  of 
discounters,  and  competition  with  other 
media  are  among  the  reasons  behind  the 
stumbling  growth  of  general-merchandise 
advertising,  which  accounted  for  more 
than  a  third  of  newspapers’  retail-ad 
dollars  last  year. 

For  all  of  last  year,  newspaper  retail-ad 
revenue  decreased  3.4%  even  as  total 
retail  sales  increased  3.5%,  the  first  time 
in  a  decade  that  newspapers  didn’t  show  a 
corresponding  gain.  John  Mennenga,  a 
Santa  Rosa,  Calif. -based  consultant  who 
measures  market  share  for  newspapers, 
found  continued  share  loss  at  about  30 


papers  last  year.  In  the  small  to  midsize 
markets  he  studied,  “it  was  as  much  retail 
as  classified.”  Mennenga  believes  part  of 
the  share  loss  stems  from  the  cutbacks  in 
sales  efforts  by  newspapers  last  year.  “The 
more  money  you  spend  trying  to  sell 
advertising,  the  more  you  sell,”  he  says. 
“You  have  cutbacks,  you  sell  less.” 

Newspapers  have  wisely  tried  to 
compensate  for  shrinking  retail-ad  dollars 
by  offering  direct-mail  solutions,  and 
some  have  been  successful  in  pursuing 
mom-and-pop  advertisers.  But  there’s 
no  easy  way  to  make  up  for  the  loss  of  a 
major  retailer.  It  takes  a  lot  of  little  ads  — 
and  more  human  resources  —  to  replace 
a  big  retail  ad. 


“Generally  speaking,  it’s  obviously  more 
sales-force-intensive,  so  it’s  going  to  be  a 
negative  for  the  profit  margin,  and  you 
may  have  to  [create]  introductory  ad 
rates  for  smaller  advertisers,”  says  Kevin 
Gruneich,  a  newspaper  analyst  at  Bear 
Stearns  &  Co.  “Having  said  that,”  he  adds, 
“it’s  not  a  choice.” 

It  wouldn’t  hurt  for  newspapers  to  toot 
their  own  horns  more,  either,  RAMA’s 
Holliday  says.  While  stores  should  take 
advantage  of  newspapers’  local-market 
knowledge  to  help  develop  their  media 
plans,  “Newspapers  don’t  do  enough  in 
explaining  who  they  are  and  their  effective¬ 
ness,”  he  says.  “Electronic  media  are  always 
beating  their  own  chests  about  that.”  0 


Stores  are  still  running  to  press 


Department,  consumer-electronic,  and  home- 
improvement  stores  enter  the  holiday  shopping  season 
with  different  business  challenges,  but  all  could  wind 
up  being  big  spenders  in  newspapers  this  quarter. 

Home-improvement  stores  such  as  the  Home  Depot  Inc.  and 
Lowe’s  Cos.  Inc.,  which 
are  part  of  newspapers’ 
fourth-biggest  retail¬ 
advertising  category, 
should  continue  per¬ 
forming  well  as  people 
keep  investing  in  their 
homes,  using  money 
freed  up  by  the  spurt  in 
mortgage  refinancing. 

Department  stores, 
in  contrast,  have  chal¬ 
lenging  days  ahead. 

Their  high-income 
customers  shouldered 
most  of  the  stock- 
market  decline,  which 
may  curb  their  shop¬ 
ping  this  year.  And 
declines  in  clothing 
prices  means  stores 
will  need  to  ring  up 
more  transactions  to 

meet  sales  goals.  The  core  of  newspaper  retail-ad  revenue,  depart¬ 
ment  stores  will  continue  promoting  markdowns  early  and  often. 

At  the  Bon  Marche,  run-of-press  (ROP)  advertising  will 
remain  a  key  part  of  its  strategy  as  it  aims  for  a  strong  finish  to 
the  year.  “In  general,  we  feel  the  newspaper  offers  us  flexibility 
to  respond  to  changing  conditions,”  says  Kimberly  Reason, 
spokeswoman  for  the  Seattle-based  chain. 

Sears,  Roebuck  and  Co.  said  its  use  of  preprints  will  be  flat  in 
the  fourth  quarter,  but  newspapers  that  still  have  Kmart  stores 
nearby  could  see  a  nice  bounce  from  the  discounter  as  it  acceler¬ 


For  Macy’s  and  other  major  retailers,  it's  the  most  wonderful  time  of  the  year.  Maybe. 


ates  its  use  of  circulars  going  into  the  holiday  season.  Look  for 
Kmart  to  use  more  ROP  in  the  fourth  quarter  and  beyond  to 
advertise  one-time  deals,  as  it  did  recently  for  its  Chicago  and 
Detroit  stores.  “We’ll  see  renewed  focus  on  more  ROP  as  we 
do  more  promotional  events,”  says  Dave  Karraker,  director 

of  marketing  commu¬ 
nications. 

Also  challenged  are 
consumer-electronic 
stores,  the  second- 
biggest  revenue  con¬ 
tributor  to  newspapers’ 
retail-ad  stream.  Con¬ 
sumers  say  they  plan  to 
buy  fewer  electronic 
goods  than  last  year, 
and  stores  have  few 
new  big-ticket  items  to 
promote  this  year. 
E-xpect  a  heavy  promo¬ 
tional  season  as  stores 
try  to  drive  sales  of  new 
DVDs,  digital  cameras, 
and  video  games. 

Circuit  City  CEO  W. 
Alan  McCollough  said 
during  a  conference 
call  that  the  chain  will 
continue  its  aggressive  promotions  through  the  holidays.  Analysts 
said  that  other  major  stores,  including  industry  leader  Best  Buy 
Co.  Inc.,  may  follow  suit. 

“There’s  less  business  out  there,  so  retailers  are  going  to  get 
more  competitive,”  says  Tom  Holliday,  president  of  the  Retail 
Advertising  &  Marketing  Association. 

With  their  effectiveness  as  vehicles  for  promoting  price  and 
product,  says  Owen  Shapiro,  analyst  with  Leo  J.  Shapiro  & 
Associates,  newspapers  are  “still  going  to  be  an  extremely 
important  part  of  the  mix.”  —  Luda  Moses 
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WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 


NEWSPAPER  BROKERS 
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DORMAN  E.  CORDELL 

Specialty  Enterprises,  Inc. 
13240  Peyton  Drive,  Dallas,  TX  75240 
(972)  9604)096,  Fax,  (972)  774-1188 
email:  dcordell@swbell.net 


NEWSPAPER  BROKERS 


America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Scott  McGraw,  Midwest 
(517)  369-3066 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
www.mediamergers.com 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposition,  Austin,  TX  78703. 

For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 

NEW  ENGLAND 

Regional  Healthcare  Monthly 
Established  20  years.  Owner 
Retiring.  $199,000 
Editor  &  Publisher,  Box  3077 
I  770  Broadway  7th  FI,  New  York,  NY  1 0003 


NEWSPAPERS  W.XNTED 


WANTED  TO  PURCHASE:  SmaITtown  news¬ 
papers  with  paid  circulation  4,000  or  above 
by  award-winning  non-public  group  that  will 
treat  your  employees  and  your  community 
as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY.  NY  10003 


-EQUIPMENT  &  SUPPLIES- 


EQUIPMENT  FOR  SALE 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


>L\lLROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


PRESSES 


DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

MOST  EXTENSIVE  SELECTION  OF 

USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(913)  492-9050  or  (913)  492-6217 

www.inlandnews.com 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


CIRCULATION  III  PROMOTIONS.  INC. 

Your  telemarketing  partner  into  the  21st 
century!  Bob  Price:  (949)  760-3939 
Circulationiii.com 

CIRCUUTION  SERVICES.  INC. 

The  Prepaid  Telemarketing  Sales  Leader 
Low  Commissions  -  Highest  Quality  Service 
Learn  More  @  www.circulabonservices.com 

Todd  Galbate  (970)  493-0470  ext.  107 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulabon 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predicbve  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quanbty  sales!  Phone:  (732)  73fr51(X) 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

WESTPARK  DIRECT 

Intelligent  Circulation  Marketing 

www.westparkdirect.com 


COMPlTTiR  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


GRAPHIC  DESIGN  SERVICES 


DAILY  NEWS  GRAPHICS  provides  fast, 
reliable,  customized  graphics  for  your 
newspaper  at  incredible  savings.  Visit  us  at 
www.dailynewsgraphics.com. 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 
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ACADEMIC 


ACADEMIC 


CALIFORNIA  POLYTECHNIC 
STATE  UNIVERSITY 


The  Journalism  Department  is  seeking  a  I 
tenure  track  assistant/associate  professor 
starting  academic  year  2003-2004.  Teach 
broadcast  news  and  production,  mass  media  [ 
law,  telecommunications,  and  introductory  i 
writing  for  mass  media  courses. 

Familiarity  with  broadcast  technologies,  I 
such  as  video  streaming,  digital  editing  and  I 
transmission  is  highly  desirable.  Demon-  ’ 
strated  interest  in  the  role  of  broadcast  me¬ 
dia  in  a  multi  cultural  society  is  required. 
Commitment  to  professional  development 
and  evidence  of  accomplishments  required.  | 
Broadcasting  is  one  of  three  specialties  of-  ! 
fered  by  the  department.  Journalism  oper¬ 
ates  the  two  campus  broadcast  media:  a 
year  round,  FCC-  licensed  FM  station  and  TV 
facilities  with  a  weekly  newscast  on  the 
county-wide  cable  access  channel. 

Applicants  must  possess  an  M.A.  in  journal¬ 
ism  or  related  field.  PhD  is  preferred.  Recent 
professional  experience  as  a  reporter, 
producer  or  anchor  is  required.  Position  ■ 
starts  mid  September  2003.  Salary  is  com¬ 
mensurate  with  qualifications  and 
experience. 

Refer  to  recruitment  code  #4620  and  sen 
letter  of  interest  and  curriculum  vitae  to  Mr. 
Patrick  Munroe,  Chair,  Search  Committee, 
Journalism  Department,  Cal  Poly  State  Uni¬ 
versity,  San  Luis  Obispo,  CA  93407. 

An  official  application  form  will  be  sent  to  all 
applicants.  Completed  applications  must  in¬ 
clude  official  Cal  Poly  faculty  application 
form,  three  recent  letters  of  reference  and 
transcripts.  Applications  must  be  postmarked 
by  January  17,  2003. 

Cal  Poly  is  strongly  committed  to  achieving 
excellence  through  cultural  diversity.  The 
university  actively  encourages  applications 
and  nominations  of  all  qualified  individuals. 

EEO 


CALIFORNIA  POLYTECHNIC 
STATE  UNIVERSITY 

The  Journalism  Department  is  seeking  an 
associate  or  full  professor  as  chairperson 
of  Journalism  Department;  renewable 
three-year  term  as  chair.  Tenure  is  awarded 
based  on  teaching,  service  and  professional 
work.  Salary  and  rank  are  commensurate 
with  qualifications  and  experience, 
academic  year  position  begins  September 
2003. 


Duties  include  supervision  of  personnel,  cur¬ 
riculum  and  budget  for  a  6-7  FTE  department, 
with  3  staff,  about  220  majors,  and 
several  areas:  print,  television,  radio,  and 
public  relations. 


Qualifications:  M.A./  Ph.D  in  Journalism  ex¬ 
pected  of  applicants,  unless  equivalent 
mastery  is  demonstrated  through  profes¬ 
sional  experience  and  publication  in  journal¬ 
ism.  Essential:  evidence  of  successful  un¬ 
dergraduate  teaching,  previous  administra¬ 
tive  experience,  publication,  expertise  in 
teaching  news  writing,  collaboration  with 
peers  and  commitment  to  diversity.  Pre¬ 
ferred:  interest  in  alumni  relations  and 
fund-raising  for  journalism  initiatives. 


Refer  to  recruitment  code  #4621  and  send 
letter  of  interest  and  curriculum  vitae  to  Mr. 
Patrick  Munroe,  Chair,  Search  Committee, 
Journalism  Department,  Cal  Poly  State  Uni¬ 
versity,  San  Luis  Obispo,CA  93407. 


An  official  application  form  will  be  sent  to  all 
applicants.  Complete  applications  must  in¬ 
clude  official  Cal  Poly  faculty  application 
form,  three  letters  of  reference  and  tran¬ 
scripts.  Applications  must  be  postmarked 
by  January  3,  2003. 


Cal  Poly  is  strongly  committed  to  achieving 
excellence  through  cultural  diversity.  The 
university  actively  encourages  applications 
and  nominations  of  all  qualified  individuals. 

EEO 


CIHSSIFIED  HDUERTISERS 


If  you  don’t  see  a  category  that  fits  your 
needs,  please  call  us  at: 

(888)-825-9149 

For  space  and  material  deadlines,  call: 

Hazel  Preuss  at:  (646)  654-5302 
michelemacmahonat:(646]  654-5303 
michele  Golden  at:  (646)  654-5304 


I 


Editor  &  Publisher  has  been  your  communication  link  to 
the  newspaper  industry  every  week  since  1884. 


E&P 


www.editorandpublisller.com 
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ACADEMIC 


TENURE  TRACK  FACULTY  POSITION 
Public  Relations  Studies  Program 
i  University  of  Southern  California 
I  Annenberg  School  for  Communication 
The  School  of  Journalism  at  the  USC 
Annenberg  School  for  Communication  is 
seeking  an  outstanding  public  relations  pro¬ 
fessional  and/or  scholar  to  join  its  faculty 
;  on  the  tenure  track. 

!  The  USC  Annenberg  School  consists  of  a 
I  school  of  journalism  and  a  school  of  com- 
i  munication  and  has  approximately  1,200 
^  undergraduates  pursuing  degrees  in  journal- 
;  ism,  communication,  and  public  relations 
I  and  325  graduate  students  pursuing  ad- 
I  vanced  degrees  in  strategic  public  relations, 

I  communication,  journalism,  and  com- 
;  munication  management. 

The  School  of  Journalism  has  a  faculty  of 
25  full-time  members  and  80  part-time  pro¬ 
fessionals  drawn  from  major  California  media 
and  public  relations  firms.  Members  of 
the  journalism  faculty  work  collaboratively 
with  the  communication  faculty  and  enjoy 
the  opportunity  to  engage  in  interdisciplinary 
programs  and  research  with  other  academic 
units  on  campus. 

;  Public  relations  faculty  members  also  par- 
;  ticipate  in  applied  research  conducted  by 
i  the  innovative  USC  Annenberg  Strategic 
Public  Relations  Center. 

!  The  ideal  candidate  will  have  extensive  pro¬ 
fessional  and  academic  experience;  an  ad¬ 
vanced  degree  in  business, 
communications,  public  relations  or  a  related 
field;  a  forward-looking  perspective  on 
the  public  relations  profession;  and  a  dem¬ 
onstrated  record  of  using  communication 
and  journalism  for  the  public  good. 

The  school  seeks  a  faculty  as  diverse  as 
Los  Angeles  and  expects  its  faculty  members 
!  to  have  a  major  impact  on  their  fields 
I  through  their  professional  leadership,  re¬ 
search,  and  writing.  USC  is  an  AA-EO  em¬ 
ployer. 

The  faculty  rank  of  the  position  is  assistant 
professor.  Compensation  will  be  competitive. 
Review  of  applications  will  begin  immediately 
with  the  expectation  that  the  position  will  be 
filled  by  July  1,  2003. 

Candidates  are  asked  to  send  a  letter  of  ap¬ 
plication  describing  their  background,  inter¬ 
ests,  areas  of  expertise,  a  curriculum  vitae 
or  resume,  the  names  and  addresses  of 
three  references,  and  any  other  evidence  of 
excellence  to: 

Michael  Parks,  Director 
School  of  Journalism 
use's  Annenberg  School  for 
Communication 
3502  Watt  Way,  Suite  325 
Los  Angeles,  CA  90089-0281 


I 


FOUR  TENURE-TRACK  POSITIONS  available 
in  the  Department  of  Mass  Communication 
and  Journalism,  CSU  Fresno.  Print 
journalism,  digital  technology,  mass  com¬ 
munication  generalist,  Roger  Tatarian  En¬ 
dowed  Chair  in  Journalism.  See: 
www.csufresno.edu/aps/vacancy/ah.html 


ACADEMIC 


TENURE-TRACK  FACULTY  POSITION 
DEPARTMENT  OF  JOURNALISM 
BALL  STATE  UNIVERSITY 
MUNCIE,  INDIANA 

Tenure-track  faculty  position  available  May 
2003.  Responsibilities  include:  serving  as 
editorial  adviser  to  the  internationally  ac¬ 
claimed  campus  daily  newspaper  with  a  cir¬ 
culation  of  14,000  and  an  annual  budget  of 
$700,000;  supervising  five  full-time  staff  in 
advertising,  accounting,  and  production; 
teaching  one  course  per  semester  during 
the  academic  year;  engaging  in  external 
service  activities;  conducting  research.  The 
Daily  News  also  is  published  two  times  per 
week  during  the  ten-week  summer 
semester.  MINIMUM  QUALIFICATIONS:  Mas¬ 
ter’s  degree  completed  by  date  of  employ¬ 
ment;  exceptional  newspaper  advising  ex¬ 
perience  or  outstanding  professional  news¬ 
paper  experience.  PREFERRED  QUALIFICA¬ 
TION:  Doctorate  degree.  Send  letter  of  ap¬ 
plication;  curriculum  vitae;  official  transcript 
of  highest  degree  earned;  and  the  names, 
addresses,  and  telephone  numbers  of  three 
references  to:  Jennifer  George-Palilonis, 
Search  Committee  Chair,  Department  of 
Journalism,  Ball  State  University,  Muncie,  IN 
47306.  Review  of  applications  will  begin 
January  6,  2003,  and  will  continue  until  the 
position  is  filled,  www.bsu.edu. 

Ball  State  University  is  an  Equal 
Opportunity,  Affirmative  Action  Employer 
and  is  strongly  and  actively  committed  to 
diversity  within  its  community. 


ADMINISTRATIVE 


GROUP  MANAGER 

Add  Inc,  one  of  the  Country’s  leading  pub¬ 
lishing  and  printing  companies  is  seeking  a 
Group  Manager  for  our  central  Ohio 
location. 


The  Group  Manager  will  be  responsible  for 
creating  a  high-energy  environment  at  each 
property,  carrying  out  plans  and  tactics  to 
implement  financial  goals  and  building  a 
high  performance  team  with  shared  respon¬ 
sibilities  and  goals  to  meet  and  exceed  cus¬ 
tomer  expectations. 


The  ideal  candidates  should  posses  the  abil¬ 
ity  to  develop  and  implement  strategic  and 
tactical  plans  along  with  profit  planning  for 
the  property.  Previous  management  experi¬ 
ence  with  weekly  shoppers/publications  is 
required. 


Great  earning  potential  and  comprehensive 
benefit  package  -  as  an  employee  of  Add 
Inc,  you  will  have  the  opportunity  to  become 
an  employee  owner. 


Please  send  resume  to: 

Add  Inc 

Attn:  Human  Resources  Department 
P.O.  Box  609 
Waupaca,  Wl  54981 
Fax:  (715)258-8469 
E-mail:  vsokol@add-inc.com 
EOE/M-F 


@  visit  our  website  @ 
www.editorandpublisher.com 
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-HELP  WANTED- 


ADMINISTRATIVE 


KNIGHT  JOURNALISM  PROGRAM  OFFICER 
You’ve  mastered  the  day-to-day  activities  of 
journalism  and  now  you  are  ready  for  more. 
You  care  about  the  field  and  are  interested 
in  promoting  excellence  in  journalism  and 
expanding  the  values  of  a  free  press  in  the 
United  States  and  abroad.  You’re  a  team 
player,  and  an  efficient  and  organized  project 
manager  who  writes,  edits  and  pays 
close  attention  to  detail.  You  evaluate  written 
material  quickly  and  create  logical,  fluently 
written  documents  based  on  research, 
interviews  and  other  materials. 

If  this  describes  you  and  your  interests, 
then  apply  for  this  position,  located  in  Miami, 
Florida,  that  reports  to  Knight  Foundation’s  di¬ 
rector  of  journalism  initiatives. 

MORE  INFORMATION: 

The  program  officer  must  be  able  to  accu¬ 
rately,  clearly  help  senior  staff  and  foundation 
advisers  translate  the  board  of 
trustees’  vision  into  concrete,  fundable 
grant  proposals. 

PRIMARY  RESPONSIBILITIES: 

•Help  grant  seekers  and  recipients  focus 
their  ideas  and  find  common  ground  be¬ 
tween  their  needs  and  foundation  strate¬ 
gies. 

•  Coordinate  the  activities  of  potential  part¬ 
ners  and  content  resources. 

•  Work  with  team  members  to  design  specific 
grant  criteria  and  produce  priority 
outcomes.  Apply  measurements  to  monitor 
grant  progress. 

•Bring  expertise  and  technical  resources 
to  the  grant  process. 

•  Make  clear  cases,  well  researched  and 
written,  for  funding  or  rejecting  grants. 

•  Track  grant  paperwork:  Know  where 
each  query,  proposal  and  grant  are  in  the 
process.  Master  the  necessary  software. 

•  Manage  special  projects  as  assigned. 

ASSISTS  THE  DIRECTOR  IN 
DEPARTMENTAL  EFFORTS  TO: 

•  Build  and  maintain  relationships  throughout 
the  news  community  and  the  foundation. 

•  Stay  current  on  events  and  trends  in  jour¬ 
nalism. 

•  Brainstorm  and  share  ideas  of  how  to  ac¬ 
complish  the  foundation’s  goals  with  the 
director  and  colleagues. 

MINIMUM  QUALIFICATIONS: 

Bachelor’s  degree  plus  professional  experi¬ 
ence  required.  At  least  five  years  direct 
journalism  experience  preferred.  Excellent 
verbal  and  written  communication  skills  are 
required.  Must  have  strong  interpersonal 
skills  and  the  ability  to  work  with  the 
nation’s  top  journalists.  Spanish  language 
skills  are  a  plus. 

To  apply  for  this  position,  please  attach  a 
Microsoft  Word  version  of  your  resume  via: 

careers@knightfdn.org 
Electronic  resumes  only.  No  phone  calls, 
please. 


ADM  INISTRATIVE 


VICE  PRESIDENT,  NEWS 
NYSE  Company  seeks  motivated  professional 
for  Vice  President,  News:  a  very  experienced, 
well-rounded  news  professional 
to  oversee  all  aspects  of  editorial  content 
for  23  daily  newspapers  and  225  non-daily 
publications.  Responsibilities  include  re¬ 
cruiting  for  the  company’s  top  editorial  posi¬ 
tions,  review'r". 'refining  editorial  expense 
budgets,  establishing  procedures  and  poli¬ 
cies  which  ensure  editorial  quality,  involve¬ 
ment  in  planning  and  launching  new 
products  and  redesigns,  preparing  and  pre¬ 
senting  training  material  for  editorial  staffs 
and  management  teams,  building  and  over¬ 
seeing  the  JRC  News  Service,  handling  peri¬ 
odic  in-house  editorial  contests  and  providing 
ongoing  feedback  and  advice  to  editors. 
This  individual  operates  as  part  of  a  team 
of  newspaper  professionals  that  includes 
advertising,  circulation,  production  and  sys¬ 
tems  experts.  Fax  resume  with  salary  history 
to  Charles  Sheridan  at  (609)  396-8356 
or  E-mail  to:  jobs@journalregister.com. 


_ ADVERTISING _ 

ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 

ADVERTISING  DIRECTOR  to  lead  a  staff  of 
8.  Successful  candidate  will  be  responsible 
for  all  newspaper  advertising,  Internet  ad¬ 
vertising  anij  developing  our  web  printing 
business.  Computer  skills  and  business 
knowledge  a  plus.  We  are  a  six-day  daily 
newspaper  (11,000)  located  on  the  shores 
of  Lake  Michigan  in  a  popular  tourist  area. 
Send  cover  letter,  resume  and  salary  history 
to  Paul  Bedient,  Grand  Haven  Tribune, 
101  N.  Third  Street.  Grand  Haven,  Ml 
49417.  No  phone  calls,  please. 

E-mail:  pbedient@grandhaventribune.com 

ADVERTISING  SALES  MANAGER  •  DISPLW 
The  Savannah  Morning  News,  a  coastal 
newspaper,  is  seeking  an  Advertising  Sales 
Manager-Display.  The  successful  candidate 
should  have  3-5  years  management  and  retail 
sales  experience.  Must  have  a  strong 
supervisory  skills,  highly  motivated,  ener¬ 
getic,  positive  and  goal  driven  with  a  proven 
sales  record.  Excellent  compensation  and 
benefits.  Send  your  resume  and  salary  re¬ 
quirements  to:  L.  Barnes,  P.O.  Box  1088, 
Savannah,  GA  31401  or  E-mail: 

lbarnes@savannahnow.com 

ADVERTISING  SALES  MANAGER 
Live  and  work  in  the  magnificent  Rocky 
Mountains.  The  Estes  Park  Trail  Gazette  is 
seeking  an  experienced  ad  manager  to 
drive  sales  in  our  resort  community.  Candi¬ 
dates  must  have  managerial  experience,  be 
able  to  motivate  and  tram  staff,  implement 
sales  strategies  for  continued  growth  in 
existing  and  new  revenue  sources.  We  offer 
a  competitive  compensation  ard  benefits 
package.  Send  your  cover  letter,  resume 
and  salary  expectations  to:  Publisher,  Bill 
Ferguson,  E-mail:  bill@eptrail.com 
FAX:  (970)  586-9532 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 
Sun  Newspapers,  Eden  Prairie,  MN 
Sun  Newspapers  is  a  vibrant  and  growing 
community  Newspaper  Company  in  the  Min¬ 
neapolis  metro  area.  We  are  the  largest 
community  newspaper  in  the  twin  cities  with 
over  420,000  circulation  and  42  publica¬ 
tions.  Sun  Newspapers  is  searching  for  a 
strong  leader  to  manage  all  aspects  of  clas¬ 
sified  advertising.  The  position  is  accountable 
for  maintaining  strong  revenue  growth, 
new  product  development  and  retaining  key 
customers.  This  position  reports  directly  to 
the  Vice  President  Sales  and  Marketing. 
Candidates  should  have  advertising  man¬ 
agement  experience  with  a  strong  record  of 
accomplishments.  Classified  sales  and  man¬ 
agement  experience  In  print  media  is  pre¬ 
ferred.  Must  posses  the  aoility  to  manage 
and  motivate  an  aggressive  and  successful 
sales  staff.  Knowledge  of  marketing,  com¬ 
petitive  media  and  newspaper  technology 
preferred  to  implement  goals  and  successful 
sales  strategies.  We  are  expanding  and 
implementing  a  new  classified  system  to 
service  our  customers  even  better. 

The  Classified  Manager  Position  offers  a 
competitive  salary,  performance  bonuses 
and  an  excellent  benefit  package  that  in¬ 
cludes  401(k),  etc.  Send  your  cover  letter 
and  resume  to: 

Jeff  Coolman 

Vice  President  Sales  and  Marketing 
Sun  Newspapers 
10917  Valley  View  Road 
Eden  Prairie,  MN  55344 
FAX:  (952)  944-7583 
jcoolman@mnsun.com 


CLASSIFIED 

EMPLOYMENT  ADVERTISING  MANAGER 
The  Seattle  Times  is  seeking  a  Classifieds 
Sales  Manager  for  our  Employment  ad  cate¬ 
gory.  If  working  for  a  family  owned  and  in¬ 
dependent  newspaper  with  local  control  and 
autonomy  to  make  things  happen  appeals 
to  you,  consider  joining  The  Seattle  Times 
Management  team.  The  selected  candidate 
will  be  responsible  for  achieving  revenue 
and  lineage  goals;  oversee  sales  operations 
of  the  category  unit;  establish  forecast  and 
sales  projections;  identify  marketing  oppor¬ 
tunities;  manage  key  accounts;  coordinate 
all  special  sections/theme  pages  and  man¬ 
age  the  department’s  staff.  Must  have  a 
minimum  of  4  years  sales  and  marketing 
management  experience  working  with  a 
large  staff  and  customer  base.  Industry/ 
Recruitment  management  experience  a 
plus. 

Please  E-mail  your  cover  letter  and  resume 
as  a  single  WORD  attachment  with  job  #: 
02-331/JS  to: 


ADVER'IISING 


DIRECTOR  OF  RETAIL  SALES 
AND  MARKETING 

The  Courier  (Houma,  LA)  and  Daily  Comet 
(Thibodaux,  LA)  have  a  combined  advertising 
sales  force  for  our  distinct  and  separate 
daily  publications,  located  in  adjacent  com¬ 
munities.  Combined  circulation  of  32,000. 
Energetic,  creative  and  inspirational  sales 
executive  sought  to  lead  and  grow  our  ad¬ 
vertising  sales  efforts  in  southeast  Louisian¬ 
a’s  cajun  country.  One  hour  from  New  Orle¬ 
ans.  Candidate  should  be  hands-on,  high-en¬ 
ergy  with  excellent  people  skills  and  a  proven 
track  record.  NYT  Co.  owned;  excellent 
benefits  including  medical  and  dental  insur¬ 
ance,  pension,  401(k),  stock  options  and 
much  more;  EOE.  Send  detailed  cover  letter 
including  salary  history  and  resume  to: 

The  Courier 

Attn.:  Miles  Forrest,  Publisher 
P.O.  Box  2717 
Houma,  LA  70361 

OR  E-mail:  miles.forrest@houmatoday.com 

RETAIL  ADVERTISING  MANAGER 
&  CLASSIFIED  ADVERTISING  MANAGER 
Immediate  openings  for  experienced  and 
enthusiastic  sales  professionals  to  manage 
our  retail  and  classified  ad  departments. 
Our  daily  newspaper  is  part  of  a  growing 
newspaper  network  that  reaches  nearly  3.8 
million  readers  within  the  affluent  Philadelphia 
suburbs.  This  is  a  great  opportunity  to 
join  an  industry  leading  NYSE  company  that 
continues  to  grow  and  promote  individuals 
that  demonstrate  their  ability  to  succeed. 
We  offer  an  excellent,  competitive  com¬ 
pensation  package  and  benefits.  Please  for¬ 
ward  your  resume  with  salary  requirements 
to  Advertising  Director,  The  Times  Herald, 
410  Markley  Street,  Norristown.  PA  19401 
or  Fax  to:  (610)272-9515. 

Or  E-mail:  acorum@timesherald.com 

WORK  IN  PARADISE 

The  Honolulu  Star  Bulletin,  a  65,000  daily 
and  Midweek,  a  270,000  weekly  are  m 
search  of  a  RETAIL  SALES  MANAGER.  This 
critical  position  requires  product  develop¬ 
ment  capability,  hands  on  selling  skills  and 
a  successful  track  record  in  leading  a  retail 
sales  team.  Experience  in  daily  newspapers 
and  at  least  3-5  years  management  experi¬ 
ence  preferred.  Experience  in  sales  training 
and  leading  a  sales  staff  by  example  also 
preferred.  If  you  can  help  lead  our  sales 
staff  to  a  higher  level  in  a  very  competitive 
market,  we  want  to  hear  from  you.  Compet¬ 
itive  compensation  plan  with  great  benefits. 
To  apply  send  resume  with  references  to: 
Donnie  Welch.  VP  of  Advertising,  Honolulu 
Star  Bulletin.  500  Ala  Moana  Blvd.  Suite 
500,  Honolulu,  HI  96813  or: 

dwelch@starbulletin.com 


We  are  an  equal  opportunity  employer 
dedicated  to  diversity  in  the  workplace  P.O.  Box  1707,  Estes  Park,  CO  80517. 

It ’s  a_  Classified  Secret! 

We’ll  never  reveal  the  identitv’  of  an  E&P  bo.x  holder 

- THE  NEWSPAPER  INDUSTRY’S  MEETING  PLACE - 


stcom.resumes@seattletimes.com 


CLASSIFIED 
ADVERTISERS 


If  you  don’t 
see  a  category 
that  fits  your  needs, 
please  call  us  at  888.825.91  49. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 
- details  at  www.editorandpublisher.com 


V. editorandpublisher.com 
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Phone:  1-888-825-9149 


-  CLASSIFIEO  ADVERTISING  -  fo^: (646) 654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


CIRCULATION  _  _ CIRCULATION 


COLLEGE  SALES  MANAGER  I 

Eastern  U.S.  (SE-NYS,  CT,  Rl) 

Leading  national  publisher  seeks  results  oriented  sales  manager  who  can  establish  ! 
new  and  manage  existing  relationships  in  the  college  segment  of  the  education  mar-  j 
ketplace.  Key  objectives  include  working  with  NYT  personnel,  college  faculty  and 
staff,  student  organizations,  bookstores  and  third  party  vendors  to  promote  The  New  i 

York  Times  brand  and  increase  sales  within  the  assigned  territory.  Candidates  must  | 

be  proficient  at  identifying  college  sales  opportunities  and  interacting  with  clients  at  j 
all  levels  to  Chancellor  or  President.  Specific  responsibilities  include  establishing  ter¬ 
ritory  sales  goals  with  Sales  Director;  create  and  execute  sales  plans  that  drive  new 
business  and.  develop  sales  and  marketing  strategies  for  all  targeted  institutions. 
Candidates  must  be  able  to  collaborate  with  staff  to  establish  programs  that  enhance  i 
professorial  class  requirements,  grow  existing  college  subscription  programs,  | 
sell  and  nurture  readership  programs  and  open  new  college  programs  where  a  void 
currently  exists.  Collaborate  with  and  train  third  party  vendors,  bookstores  and  student 
organizations  on  college  related  sales  and  marketing  activities.  Travel  required. 
This  position  will  cover  the  following  geography;  Southeastern  New  York  State 
(including  NY  city  boroughs  and  Long  Island)  all  of  Connecticut  and  Rhode  Island). 

REQUIREMENTS:  To  excel  in  this  fast-paced  environment,  the  candidate  must  be:  I 

•  Organized,  flexible,  and  self-motivated. 

•  Able  to  handle  multiple  projects  and  tasks  and  meet  varying  deadlines. 

•  Able  to  create  and  execute  sales  and  marketing  plans  to  drive  new  business.  I 

•  Able  to  successfully  interact  with  a  variety  of  individuals  and  organizations.  : 

•  Sales  and  team  driven. 

•  Knowledge  and  experience  in  newspaper  sales  and  distribution  is  helpful.  Experi 
ence  making  sales  presentations  and/or  interacting  with  the  educational  community  ; 
preferred. 

•  Able  to  communicate  effectively  both  verbally  and  In  writing;  excellent  interpersonal  | 

skills.  ! 

•  College  degree  required.  Advanced  degree  in  Marketing,  Communication  or  Educa  i 
tion  preferred. 

•  Must  possess  strong  computer  skills  and  be  proficient  in  Microsoft  Office  applica 
tions. 

We  offer  a  competitive  salary  and  an  outstanding  benefits  program.  Salary  will  be 
competitive,  taking  the  candidate’s  qualifications  and  experience  into  consideration. 
Participation  in  the  sales  bonus  incentive  program;  leased  car  provided. 

Interested  candidates  are  invited  to  send  resume  and  cover  letter  stating  salary  re¬ 
quirements  to: 

Kevin  Cappallo,  National  Director-Education  Sales 
E-mail:  cappak@nytimes.com 
Fax:(781)466-1965 
P.O.  Box  541073,  60  First  Avenue 
Waltham,  MA  02454-1073 

We  are  an  EEO  employer 


ADVERTISING 


WORK  IN  PARADISE 

The  Honolulu  Star  Bulletin,  a  65,000  daily 
and  Midweek,  a  270,000  weekly  are  in 
search  of  a  CLASSIFIED  DEPARTMENT  SU¬ 
PERVISOR.  This  critical  position  requires 
product  development  capability,  hands  on 
selling  skills  and  a  successful  track  record 
in  leading  a  classified  sales  team.  Classified 
phone  room  experience  in  print  media  and 
at  least  2-3  years  management  experience 
preferred.  Experience  with  Baseview  also 
preferred.  If  you  feel  you're  the  one  who 
can  lead  our  phone  room  in  a  highly  com¬ 
petitive  market,  we  want  to  hear  from  you. 
Competitive  compensation  plan  with  great 
benefits.  To  apply  send  resume  with  refer¬ 
ences  to:  Donnie  Welch,  VP  of  Advertising, 
Honolulu  Star  Bulletin.  500  Ala  Moana  Blvd. 
Suite  500,  Honolulu,  HI  96813  or: 

dwelch@starbulletin.com 


CIRCULATION 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
wviw.boonenewspapers.com 


CIRCULATION 


CIRCULATION  CENTER  MANAGER  , 
The  Las  Vegas  Review-Journal  is  seeking  an  ' 
experienced  circulator  ready  to  move  up  to  ' 
serve  as  a  center  manager  in  one  of  the 
fastest-growing  cities  in  the  U.S.  This  position 
oversees  the  distribution  of  some 
40,000  newspapers  and  manages  service 
to  our  customers.  Will  be  accountable  for 
4-6  employees,  up  to  100  contractors,  and  ; 
an  annual  budget.  Must  have  at  least  a  high  | 
school  diploma  or  equivalent,  be  a  motivated  | 
self-starter,  and  possess  a  valid  drivers  j 
license  and  reliable  vehicle.  The  successful  i 
candidate  will  have  had  five  years  of  mana¬ 
gerial  experience  and  a  demonstrated 
ability  to  effectively  communicate  with  and  ; 
manage  a  distribution  staff.  If  you  are  inter-  | 
ested  and  you  meet  these  qualifications,  j 
send  resume  and  salary  expectations  to  I 
Las  Vegas  Review-Journal,  Human  Re-  ^ 
sources,  P.O.  Box  70,  Las  Vegas,  NV 
89125.  You  may  also  E-mail  (NO  attach¬ 
ments)  to  hr@reviewjournal.com 
Pre-employment  drug  screen  required.  EOE. 


NEWS  makes  the  difference.  \ 
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CIRCULATION 


CIRCULATION  DIRECTOR 
Anxious  to  move  up  and  tired  of  completing 
a  dozen  corporate  reports  daily?  Are  you 
self-motivated,  creative  and 
sales-aggressive?  We  are  part  of  a  quali¬ 
ty-conscious,  privately-held  newspaper  i 
group.  We've  corralled  AM  service;  your  : 
challenge  is  to  grow  circulation  in  a  mature 
market  with  head-to-head  locaKalso  metro) 
competition  in  a  400K  marketplace.  Up  to  , 
it?  Send  your  resume  to:  Moline  Dispatch  [ 
Publishing  Company  LLC,  Moline,  IL  61265.  j 
E-mail:  hr-sphr@qconline.com  | 

CIRCULATION  DIRECTOR  ' 

The  Salina  Journal  seeks  an  experienced  i 
professional  to  lead  its  circulation  depart-  | 
ment.  We  need  someone  to  continue  our  j 
record  of  excellent  service,  innovative  mar-  ; 
keting  and  on-time  delivery  in  a  31-county  i 
area.  An  excellent  compensation  package  | 
includes  vacations,  401(k),  profit  sharing,  ; 
plus  health  and  dental  insurance  programs.  ' 
The  Journal  is  an  award-winning  newspaper, 
circulating  30,000  daily  and  32,000  Sunday. 
Salina  is  a  central  Kansas  community 
of  45,000,  known  for  good  schools,  excellent  ^ 
public  services  and  a  strong  commitment  to 
the  arts.  Send  resume  to:  Jane  Kramer,  Hu¬ 
man  Resources  Director,  The  Salina  : 
Journal,  333  S.  Fourth,  Salina,  KS  67401.  ' 

CIRCULATION  DIRECTOR 
We  need  an  experienced  circulator  with  a 
proven  record  of  success  to  grow  our  num-  | 
bers  and  increase  our  penetration  while  pro-  i 
viding  excellent  customer  service.  Our 
award-winning  product  enjoys  80%  reader- 
ship  while  only  60%  of  the  market  subscribes, 
offering  great  growth  potential.  ; 
You  must  be  a  strong  manager  and  an  ag¬ 
gressive,  results-oriented  marketer  who  rel¬ 
ishes  a  challenge.  Send  resume  and  salary 
requirements  to  L.  Michael  McCraken,  Pub¬ 
lisher,  Wyoming  Tribune-Eagle,  702  W.  Lin¬ 
colnway,  Cheyenne,  VYY  82001,  or: 
mikem@wyomingnews.com 


CIRCULATION  MANAGER 
The  Norwich  Bulletin,  a  Gannett  newspaper  | 
in  eastern  Connecticut,  is  seeking  a  | 
qualified  individual  to  provide  outstanding  j 
customer  service  and  circulation  growth.  ! 
This  position  reports  to  the  Circulation  Di-  ; 
rector,  and  is  responsible  for  developing  | 
and  implementing  strategies  to  effectively 
manage  the  subscriber  database,  achieve 
sales,  service,  collections,  volume  and  ex¬ 
pense  goals,  promote  single  copy  growth 
initiatives;  and  develop  our  nonsubscriber 
program. 

Five  or  more  years  of  successful  experi¬ 
ence  in  circulation  operations  management,  i 
strong  communication  and  organizational  | 
skills  and  a  degree  in  business  or  related 
field  are  required.  This  position  includes  a 
competitive  salary,  bonuses  and  excellent 
benefits.  To  apply,  send/fax  your  resume 
to:  Human  Resources,  Norwich  Bulletin,  66 
Franklin  Street,  Norwich,  CT  06360,  fax 
(860)  885-1312  or  E-mail  to: 

jobs@norwichbulletin.com 

THE  SAN  FRANCISCO  EXAMINER  , 
Is  currently  seeking  a  door  to  door  sales 
crew  and  Store  Front  /KiosktSALES  CON¬ 
TRACTORS.  Candidates  must  have  a  proven 
track  record  and  references.  Please  i 
contact  Bill  Watson  (415)  359  2676 
bwatson@examiner.com 


CIRCULATION 


CIRCULATION  HOME  DELIVERY  MANAGER 
ST.  PAUL  PIONEER  PRESS 
Are  you  ready  for  an  exciting  and 
challenging  position  with  significant  bot¬ 
tom-line  impact?  This  position  may  be  for 
you!  The  primary  goals  are  to  increase  cir¬ 
culation  growth  and  achieve  high  levels  of 
subscriber  satisfaction  through  supervision 
of  metro  and  state  home  delivery  managers 
and  supervisors. 

The  successful  candidate  will  work  closely 
with  circulation  division  marketing,  transpor¬ 
tation,  and  Newspapers  In  Education,  and 
have  responsibility  for  budget  development 
and  expense  control. 

At  least  five  years  successful  management 
experience  in  newspaper  circulation  is  re¬ 
quired,  with  a  college  degree  or  equivalent 
experience  in  business,  marketing  or  com¬ 
munications  preferred. 

Required  skills  include  strong  leadership, 
decision-making,  written  and  verbal  commu¬ 
nication,  strategic  and  tactical  planning,  and 
group  facilitation.  Experience  working  with 
union  and  contract  employees  is  helpful. 

The  Pioneer  Press  makes  a  significant  con¬ 
tribution  to  the  excellent  quality  of  life  in  St. 
Paul  and  the  surrounding  area.  We  offer  ex¬ 
cellent  compensation  and  benefit  programs. 
We  are  an  equal  opportunity  employer  and 
value  diversity  in  our  workplace. 

To  apply  for  this  opportunity,  please  send 
your  resume  to: 

Employee  Relations 
St.  Paul  Pioneer  Press 
345  Cedar  Street 
St.  Paul,  MN  55101 
FAX:  (651)228  5197 
resumes@pioneerpress.com 


CIRCULATION  OUTSIDE  SALES  MANAGER 
Serving  a  rapidly  growing  metropolitan  area 
of  South  Florida,  THE  PALM  BEACH  POST 
seeks  a  qualified  candidate  to  maintain  a 
force  of  independent  door-to-door,  storefront 
sales  (kiosks)  and  special  event  contractors 
who  will  canvass  non-subscribers' 
households  in  NDM  and  ONDM  areas  for 
home  delivery  subscriptions;  recruit  and 
provide  product  information,  pricing  and 
support  to  contractors;  increase  circulation 
through  multi-unit  dwellings  via  apartment 
managers,  corporate  property  owners,  other 
corporate  partnerships,  etc. 

•Minimum  3  years'  experience  with  daily 
newspaper  and  3  years’  management 
role  in  newspaper  sales/promotion. 

•  PC  proficiency  in  spreadsheets,  reports 

•  Strong  oral  and  written  communication, 
interpersonal  skills 

•  Self-motivated,  good  time  management 
Send  resume  to  The  Palm  Beach  Post,  Attn: 
Lisa  Pinto,  Human  Resources,  2571  S. 
Dixie  Highway,  West  Palm  Beach,  FL  33405 
or  Fax  (561)8204192. 


ADVERTISERS 

For  Space/material 
deadlines  call 
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CIRCULATION 


CIRCUUTION  MANAGER  ! 

Direct  Marketing  Strategies  i 

THE  ARIZONA  REPUBLIC 

The  Arizona  Republic,  part  of  Gannett  Co.  j 
Inc.,  the  largest  newspaper  publisher  in  the  ' 
US,  has  an  immediate  management  oppor¬ 
tunity  in  our  circulation  team. 

The  Circulation  Manager  -  Direct  Marketing  i 
Strategies  will  be  responsible  for  managing  ' 
and  directing  segmented  home  delivery  and 
acquisition  programs  aimed  at  increasing  i 
household  penetration  in  one  of  the  nation’s  i 
fastest  growing  markets.  Developing  plans  j 
to  diversify  acquisition  sources  and  reduce  | 
dependency  on  telemarketing  while  imple-  | 
menting  programs  designed  to  improve  re-  ' 
tention  across  the  board.  Fostering  part-  : 
nerships  with  Marketing,  Advertising  and  \ 
Newsroom  management  teams  as  well  as  j 
establishing  external  business  relationships 
to  optimize  growth.  Mentoring,  training  and  i 
developing  teams  are  essential  in  this  posi-  ' 
tion. 

Qualified  candidates  will  have  Bachelor's  de¬ 
gree  and  a  minimum  of  four  years  sales  or  i 
related  experience  with  at  least  2  years 
management  experience.  Possess  excellent  ; 
analytical,  problem  solving,  budgeting  and  j 
process  management  skills.  Excellent  com-  1 
munication,  organizational,  interpersonal  ■ 
and  negotiation  skills  and  have  a  strong  un-  , 
derstanding  of  research  and  marketing. 
Ability  to  work  well  under  the  pressure  of 
deadlines  and  handle  multiple  priorities  is 
crucial. 

The  Arizona  Republic  provides  competitive  | 
salaries  and  a  comprehensive  benefits 
package.  Candidates  with  the  above  qualifi-  | 
cations  and  the  desire  to  join  a  dynamic  * 
team  should  submit  resume  and  salary  re-  : 
quirements  to:  I 

sara.reinstein@pni.com  i 

The  Arizona  Republic  is  an  Equal  j 
Opportunity  Employer  and  a  drug-free  I 
workplace.  i 

HOME  DELIVERY  MANAGER 
Do  you  want  to  live  and  work  in  one  of  ' 
South  Texas'  most  tropical  and  vibrant  con¬ 
sumer  markets?  The  Monitor  Newspaper, 
located  in  warm,  sunny  McAllen  Texas,  is 
looking  for  a  true  Home  Delivery  Manager  , 
to  lead,  train  and  motivate  the  home  delivery  ; 
staff.  We  need  someone  aggressive  i 
with  strong  leadership  skills  and  a  proven  - 
track  record  of  circulation  success.  We  offer 
a  competitive  compensation  program  in-  ' 
eluding  incentives,  401(k),  and  paid  medi¬ 
cal/dental  insurance.  Send  your  resume  and 
your  salary  history  to: 

Alfredo  Galan  or  FAX  to:  (956)  971-1849 

E-mail:  agalan@themonitor.com 


I  E&P'S  CLASSIFIED 

I  the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


CIRCULATION 


We  are  PUBLISHERS  CIRCULATION  FULFILL¬ 
MENT,  an  acknowledged  leader  providing 
turnkey  circulation  solutions  to  the  t 
publishing  industry  with  our  core  services  of  ! 
home  delivery,  telemarketing,  and  customer  ' 
care.  We  currently  have  openings  for  distri¬ 
bution  professionals  to  manage  our  opera¬ 
tions  in  the  Washington,  DC  area.  DISTRIBU¬ 
TION  CENTER  MANAGER:  Responsibilities 
include  overseeing  all  center  operations,  in¬ 
cluding  management  of  employees  and 
staffing  function,  recruiting  and  training,  i 
conducting  and  supervising  evaluations,  and  i 
full  financial  responsibility  for  the  center.  ■ 
Qualifications  include  5-r  years  of  progressive  ^ 
management  experience  in  a  distribution  en¬ 
vironment,  strong  leadership  skills 
and  the  ability  to  establish,  meet  and/or  ex¬ 
ceed  service  goals  and  objectives.  Addition-  > 
ally,  extensive  knowledge  of  distribution  op¬ 
erations  and  the  geography  of  the  assigned  I 
area,  and  thorough  knowledge  of  computer  i 
and  software  used  in  distribution  services 
are  necessary.  Must  possess  excellent  in-  ' 
terpersonal  skills.  ASSISTANT 
DISTRIBUTION  MANAGER:  Responsibilities 
include  supervising  daily  operations,  including 
carrier  recruitment  and  training,  route  ; 
management,  and  development  of  staff,  re-  i 
suiting  in  the  successful  distribution  of  ! 
newspapers  and/or  other  products  to  client’s 
customers  on  a  daily  basis,  while 
meeting  and/or  exceeding  customer 
service  goals.  Qualifications  include  the  abil¬ 
ity  to  handle  multiple  tasks  simultaneously, 
excellent  communication  skills,  and  a  i 
regard  for  excellence  in  customer  satisfac¬ 
tion.  High  school  diploma  or  equivalency  ! 
and  distribution  experience  required.  Bilingual  i 
skills  a  plus.  DISTRIBUTION  SUPERVISOR:  Re-  ; 
sponsibilities  include  recruiting  and 
training  all  independent  contractors,  as  well 
as  assisting  in  all  aspects  of  the  distribution 
center  operations,  ensuring  customer  service 
goals  and  objectives  are  met  and/or  ex¬ 
ceeded.  Additional  responsibilities  include 
distributing  products  to  independent  con¬ 
tractors,  delivering  open  routes, 
maintaining  route  structure,  and  assisting  in 
weekly  route  settlement  to  ensure  proper 
payment  to  contracted  carriers.  We  offer  a 
competitive  compensation  and  benefits  pro¬ 
gram.  Forward  resume  and  salary  require¬ 
ments  to:  Lois.Nagie@pcfcorp.com  Fax: 
(908)  453-4395.  EOE.  www.pcfcorp.com. 
PCF  “People  Come  Firsf 
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ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 

ARTS  &  ENTERTAINMENT  EDITOR 
Our  beat  is  cutting  edge  and  traditional  cul¬ 
ture,  plus  dining,  with  a  local  twist.  New 
York  City  weeklies.  Reply  to  Box  3090,  Editor 
&  Publisher  Classified,  770  Broadway, 
7th  Floor,  New  York,  NY  10003. 

COPY  EDITORS/DESIGNERS:  The  Arkansas 
Democrat-Gazette  has  immediate  openings 
on  Its  Northwest  Arkansas  copy/design 
desk.  Polished  copy-editing/design  skills 
(QuarkXPress)  and  two  years  experience 
are  musts.  Send  cover  letter,  resume  and 
work  samples  to  James  Gilzow,  Arkansas 
Democrat-Gazette,  2201  S.  Thompson  St., 
Suite  B,  Springdale,  AR  72765. 


EDITORIAL 


BIOTECH  REPORTER 

The  San  Diego  Union-Tribune  wants  to  be¬ 
come  an  even  more  comprehensive  source 
of  information  on  the  biotechnology 
industry.  We’re  looking  for  a  business  jour¬ 
nalist  to  help  us  achieve  that  goal.  San  Diego 
now  has  the  nation’s  third  largest  cluster 
of  biotech  companies,  so  we’re  adding  a 
second  biotech  reporter  to  our  staff.  The 
reporter  will  cover  the  more  than  160 
public  and  private  medical  device  companies 
here  and  the  pharmaceutical  firms  that 
have  established  major  research  units  in 
our  ocean-front  paradise,  including  Pfizer, 
Novartis,  Merck  and  Johnson  &  Johnson. 
The  right  candidate  also  will  work  with  our 
veteran  biotech  reporter  to  cover  national 
issues  and  legislation  affecting  the  industry. 
Previous  health  and  science  writing  experi¬ 
ence  is  desirable.  Send  resume  and  work 
samples  to  Jim  Watters,  Business  Editor, 
The  San  Diego  Union-Tribune,  350  Camino 
de  la  Reina,  San  Diego,  CA  92108.  E-mail: 
jim.watters@uniontrib.com 

BUSINESS  REPORTER 

Dynamic,  award-winning  newsroom  seeks 
an  experienced,  detail-oriented  reporter  to 
cover  breaking  business  news  stories  in¬ 
cluding  coverage  of  Nevada’s  gaming  busi¬ 
ness  community.  Must  have  the  ability  to 
provide  balanced,  fair  reporting.  Requires 
4-5  years  daily  newspaper  reporting  experi¬ 
ence;  excellent  writing,  typing,  spelling,  or¬ 
ganizational  and  computer  skills.  Attention 
to  details  and  accuracy  and  ability  to  work 
in  fast-paced,  deadline-oriented  environment 
a  must.  B.A.  in  Journalism  preferred.  The 
Reno  Gazette-Journal,  a  Gannett  newspaper, 
recognizes  and  appreciates  the  benefits  of  dF 
versify.  People  who  share  this  belief  or  reflect 
a  diverse  background  are  encouraged  to  ap¬ 
ply.  EOE.  Send  cover  letter,  resume  and  5 
samples  of  edited  and  unedited  work  to 
Recruitment  Manager  Carolyn  Lutts,  Reno 
Gazette-Journal,  955  Kuenzii,  Reno,  NV 
89502. 


CITY  EDITOR 

Do  you  think  under  pressure?  When  a  big 
story  breaks,  do  you  want  to  take  a  staff  of 
talented  reporters  and  turn  over  every 
stone?  If  this  is  you,  and  you’re  looking  to 
work  for  one  of  the  industry’s  best  owners, 
in  one  of  America’s  most  livable  cities,  then 
we  have  the  job  for  you.  We  are  seeking  a 
talented,  experienced  and  driven  editor  to 
run  our  City  Desk.  The  ideal  candidate  will 
have  a  strong  reporting  background,  a  mini¬ 
mum  of  two  years  as  an  assignment  editor 
and  a  great  nose  for  news.  We  are  New 
England’s  best  mid-size  newspaper  and  try 
hard  every  day  to  be  the  nation’s  best.  Help 
us  get  there. 

Interested  applicants  should  send  us  their 
resume,  work  samples  and  a  one-page 
statement  about  the  importance  of  local 
news  to:  “City  Editor  search",  Portland 
Press  Herald/Maine  Sunday  Telegram,  c/o 
Human  Resources  Department,  390  Con¬ 
gress  Street,  Portland,  ME  04101. 

EOE 

WRITER/ANALYST  -  Political-risk  analysis 
firm  seeks  analysts  with  experience  in  Latin 
America  and  Middle  East.  Relocation  to  Miami 
mandatory.  Generous  compensation. 
Considerable  travel.  Resume  and  writing 
samples  to  hr@ackermangroup.com. 


EDITORIAL 


CITY  EDITOR 

Seven-day  AM  in  Zone  5  is  seeking  a  city 
editor  to  strengthen  its  newsroom  manage¬ 
ment  team.  We  are  an  award-winning  paper 
with  daily  circulation  of  about  30,000.  We 
offer  a  very  attractive  salary  and  benefits 
package  and  the  opportunity  to  contribute 
to  an  organization  that  prides  itself  on  its 
consistently  stellar  local  news  report.  For  a 
position  of  this  importance,  we  take  strong 
technical  skills  as  a  given.  What  we  really 
need  is  someone  who  can  lead  and 
motivate  a  sizeable  staff  of  talented  reporters 
and  photographers.  Strong  planning 
and  organizational  skills  are  essential.  We 
work  in  a  vibrant,  growing  market  that 
never  lacks  for  great  news  possibilities  and 
competitive  challenges.  If  you  think  you 
have  what  it  takes  to  excel  in  this 
demanding  position,  we  would  love  to  hear 
from  you.  Send  resume  and  cover  letter  to 
Box  3095,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


DAILY  EDITOR 

Small  New  England  daily  seeks  an  editor. 
Must  be  aggressive  and  ready  to  step  into 
a  competitive  newspaper  battleground  and 
be  focused  on  helping  us  win.  Comprehensive 
and  interesting  local  news  coverage  is 
our  first  and  only  priority.  The  company  is 
growing  and  the  paper  has  a  solid  reporting 
staff  and  great  potenbal.  Send  replies  to: 

Box  3098,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


DEMOGRAPHICS  REPORTER 
The  News  &  Observer  in  Raleigh,  NC,  seeks 
reporter  for  the  demographics/immigration 
beat.  The  job  involves  understanding  and 
explaining  issues,  trends  and  news  related 
to  demographic  change  in  North  Carolina, 
with  special  emphasis  on  the  fast-growing 
Raleigh-Durham-Chapel  Hill  metro  region. 
The  reporter  will  be  expected  to  develop 
strong  sourcing  throughout  the  region’s  mi¬ 
nority  communities.  Solid  writing  and  repor¬ 
ting  skills  and  the  ability  to  regularly 
produce  lA  enterprise  are  required.  Appli¬ 
cants  must  have  five  years  of  daily  newspa¬ 
per  experience  and  fluency  in  Spanish. 
Send  resume  and  clips  to: 

Metro  Editor  Steve  Riley 
The  News  &  Observer 
P.O.  Box  191,  Raleigh,  NC  27602 


DESIGNER 

Award-winning  Ohio  newspaper  has  opening 
for  a  fulFtime  designer  on  its  universal 
desk.  Requires  someone  with  passion  for 
design,  appreciation  of  words  and  pictures, 
solid  news  instincts  and  knowledge  of 
QuarkXPress.  Newspaper  believes  in  contin¬ 
uing  training/development  of  associates. 
We  work  four,  10-hour  shifts,  which  includes 
nights  and  rotating  weekend  work.  The 
11 -person  universal  desk  does  a  variety  of 
tasks  from  A1  to  Sports  and  features  to 
special  projects.  Competitive  salary,  health 
benefits,  dental,  eye  and  401(k).  Circulation 
36,000  (d);  43,000  (S).  Experience  pre¬ 
ferred,  but  would  consider  talented  gradu¬ 
ates.  Send  resume,  cover  letter  and  design 
samples  to  Jim  Krumel,  editor.  The  Lima 
News,  3515  Elida  Road,  Lima,  OH  45807. 
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EDITOR-IN-CHIEF 

Award-winning  weekly  newspaper  seeks  Edi- 
tor-in-Chief  to  lead  our  staff  of  professional 
journalists  in  delivering  an  essential  source 
of  information  to  the  discerning  readers  of 
our  communities.  We  offer  a  competitive 
salary,  benefits  and  401(k)  program.  Jour¬ 
nalism  degree  preferred;  editing  experience 
required.  Please  send  resume  to: 

Box  3069  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 

EDITORS^E^GNER^^RTERS”  ~ 
We’ve  just  won  our  sixth  first-place  prize  in 
the  state  contest,  our  36th  of  the  year,  and 
we  are  planning  on  winning  many  more.  If 
you’re  an  experienced  journalist  with  good 
news  judgment  and  an  eye  for  design,  a 
copy  editor  with  sharp  editing  skills,  or  a  re¬ 
porter  with  an  inquisitive  mind,  contact  us 
today.  We  believe  journalism  is  a  calling  and 
need  your  help  in  making  an  award-winning 
newspaper  even  better.  E-mail  Bob 
Bowden,  News  Editor,  at  the  Charlotte  Sun: 
bob@sun-herald.com 


FOOD/RESTAURANT  COLUMNISTS  I 
New  Times  is  looking  for  additional  food  | 
columnists  for  its  award-winning  weekly  i 
newspapers.  You  must  be  passionate  about  | 
food,  knowledgeable  about  the  restaurant  i 
business  and  able  to  produce  stylish,  opin-  i 
ionated  columns.  Position  may  be  fulltime  | 
depending  on  writing/editing  experience  j 
and  willingness  to  relocate. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news,  politics, 
arts  and  music  -  in  Phoenix,  Denver,  Miami, 
Dallas,  Houston,  San  Francisco,  Ft.  Laud¬ 
erdale,  Cleveland,  St.  Louis,  Kansas  City  i 
and  Oakland.  Qualified  applicants  should 
send  cover  letter,  resume  and  clips  to  the 
address  below.  BE  VERY  SPECIFIC  ABOUT  , 
WHICH  NEW  TIMES  CITIES  APPEAL  TO  YOU. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 
No  phone  calls  or  E-mails,  please. 


LEAD  PAGE  DESIGNER 

The  Mail  Tribune,  a  30,000  circulation,  fully 
paginated,  a.m.  daily  in  scenic  southern  Or¬ 
egon,  has  an  opening  for  an  experienced, 
creative  page  designer  and  copy  editor  ca¬ 
pable  of  handling  front-page  and  feature-page 
assignments.  Candidates  should  be  well-or¬ 
ganized,  have  a  sure  command  of  the  lan¬ 
guage  and  be  comfortable  and  creative  with 
today’s  design  and  graphics  tools. 
We  offer  competitive  salaries,  comprehensive 
benefits  and  the  opportunity  to  live  minutes 
away  from  the  Oregon  Shakespeare 
Festival  and  great  skiing,  rafting  and  hiking. 
Our  goal  is  simple:  to  be  the  best.  If  you 
have  a  similar  goal  and  would  like  to  be 
part  of  our  team,  send  a  cover  letter,  resume 
and  at  least  five  samples  of  relevant 
work  to:  News  Editor  Robert  Galvin,  Mail 
Tribune  Newspapers,  P.O.  Box  1108,  Med¬ 
ford,  OR  97501.  EOE.  E-mail  questions  to: 
rgalvin@mailtribune.com 

Art  .sliould  force  you  to  understand,  to  i 
feel.  And  yet  HoI1\'\v(k)iI  has  seduced  us  j 
into  Ix'lieving  that  the  only  things  that  | 
matter  are  those  that  free  us  from  the  dol-  ! 
drums  of  our  life."  j 

-Danny  Cilover,  at  tor,  1999  ; 


JOB  OPENINGS  AT 

THE  ATLANTA  JOURNAL-CONSTITUTION 
Here’s  your  chance  to  work  for  an 
award-winning  newspaper  in  an  exciting  and 
dynamic  city.  Our  mission  at  the  Atlanta 
Journal-Constitution  is  to  cover  our  fast¬ 
changing  community  thoroughly  and  aggres¬ 
sively.  We  have  a  great  new  leadership 
team  and  we’re  looking  to  add  even  more 
depth  to  our  staff. 

ASSISTANT  BUSINESS  EDITOR  -  Come  help 
lead  our  coverage  of  some  of  the  nation’s 
biggest  corporate  names:  Coca-Cola,  Home 
Depot,  Georgia-Pacific,  Southern  Co., 
BellSouth  and  CNN  (AOL  Time  Warner).  Your 
job  would  be  to  run  a  team  of  business  re¬ 
porters  covering  these  companies.  Must 
have  significant  experience  in  reporting 
and/or  editing  business  news.  Responsibili¬ 
ties  include  assisting  reporters  in 
developing  their  beats  and  finding, 
assigning  and  editing  stories.  Team  player 
who  can  work  across  departments  to  insure 
that  stories  are  accompanied  by  strong 
photos  and  graphics.  Candidates  should 
know  how  to  develop  daily  and  enterprise 
stories,  including  investigative  pieces. 

DAILY  METRO  EDITOR  -  Are  you  a  highly 
motivated  journalist  with  exceptional  news 
judgment  and  a  willingness  to  respond  ag¬ 
gressively  to  the  news  of  the  day?  Can  you 
take  the  lead  in  making  sure  we  stay  focused 
on  continuing  stories?  This  editor’s 
chief  responsibility  will  be  to  make  each 
day’s  metro  content  strong  and  consistent. 
We  want  an  editor  who  excels  at  directing 
coverage,  planning  and  representing  the  de¬ 
partment  in  meetings.  This  person  must  be 
an  excellent  motivator  and  communicator. 
LIFESTYLE  EDITOR  -  We’re  looking  for  a  su¬ 
perior  journalist  and  leader  to  contribute  to 
the  department’s  core  section,  daily  and 
Sunday  Living.  The  ideal  candidate  can 
brainstorm  story  approaches  on  the  front 
end  and  work  with  copy  on  the  back  end  to 
ensure  that  stories  are  fair,  well  reported 
and  well  written.  This  editor  must  be  re¬ 
ceptive  to  hearing  story  pitches  and  making 
sure  they  work  well  in  the  section.  Excep¬ 
tional  planning  and  collaboration  skills  are  a 
must.  A  strong  visual  sense  and  excellent 
deadline  editing  skills  are  essential  since 
the  section  is  live. 

Send  an  autobiography,  resume  and  samples 
of  your  editing  work  to:  Angela  Tuck, 
Recruiter,  Atlanta  Journal-Constitution,  72 
Marietta  Street  NW,  Atlanta,  GA  30303. 


MANAGING  EDITOR  sought  for  growing  daily 
newspaper  in  the  Shenandoah  Valley.  At 
least  5  years  experience  in  journalism,  with 
some  in  management  required.  Duties  include 
motivating  and  leading  staff  of  15  as 
well  as  editorial  writing.  Applicant  must  be 
knowledgeable  in  layout/design.  Quark  and 
Photoshop  programs.  Send  letter,  resume 
and  work  samples  to  Tim  Stratton,  The 
News  Virginian,  P.O.  Box  1027, 
Waynesboro,  VA  22980.  EOE 

REPORTER 

Street-smart  dynamo  for  daily-paced  weeklies 
in  New  York  City,  America’s  most  exciting 
market.  Immediate  and  future  openings. 
Cover  note,  resume,  4-6  clips  to: 

Editor  Neil  Sloane,  Brooklyn  Papers 
26  Court  Street,  Brooklyn,  NY  11242 
Or  Newsroom@BrookiynPapers.com 


;  MANAGE  THE  BEST 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
i  its  papers  in  Ft.  Lauderdale,  Kansas  City, 
i  and  Phoenix.  We’re  searching  for 
I  candidates  who  have  a  fine  touch  with  copy, 
j  a  firm  grasp  of  magazine-style  journalism,  j 
I  and  the  confidence  to  work  comfortably  j 
!  with  a  staff  of  award-winning  journalists.  Ap-  j 
.  plicants  must  have  excellent  news  judgment 
1  and  solid  management  skills.  The  managing  : 

editor  will  supervise  the  day-to-day  operations 
I  of  the  editorial  department  and  help  j 
i  staff  writers  produce  quality  news  and  feature 
i  stories.  Exceptional  writing  and  editing  | 

j  skills  are  essential;  the  interview  process 
I  will  include  an  extensive  editing  test.  New  I 
j  Times  offers  competitive  salaries  and  bene-  ^ 
j  fits.  Qualified  candidates  should  send  a  cover  j 
letter,  a  resume  and  clips  to:  ; 

I  Christine  Brennan  i 

I  Executive  Managing  Editor  ! 

!  New  Times  | 

I  P.O.  Box  5970  I 

j  Denver,  CO  80217  j 


MANAGING  EDITOR 

Why  be  a  cog  on  a  daily’s  wheel  when  you 
can  drive  the  wagon  at  a  well  established 
New  York  City  area  weekly.  Practice  honest 
community  journalism  and  leave  your  mark. 
Send  a  one  page  statement  describing  your 
ideal  newspaper,  plus  resume,  samples  and 
salary  requirement  to  Box  3087,  Editor  & 
Publisher  Classified,  770  Broadway,  7th 
Floor,  New  York,  NY  10003. 


SENIOR  EDITOR 

Teacher  Magazine,  a  monthly  general-interest  ' 
magazine  aimed  at  K-12  educators  ; 
nationwide,  is  looking  for  an  editor  with 
news  and  magazine  experience.  Must  be  j 
able  to  write  well,  plan  profiles  and  : 
narrative  features,  edit  for  meaning  and  | 
flair,  and  work  with  a  team.  Background  in  | 
education  reporting  a  plus.  Teacher  is  an  in-  i 
j  dependent  publication  that’s  been  I 
nominated  for  National  Magazine  Awards.  | 
I  Its  congenial  office  is  located  in  a  vibrant, 
Metro-accessible  suburb  just  outside  Wash-  ' 
ington,  DC.  Salary  commensurate  with  ex¬ 
perience.  Generous  benefits  package.  Send 
resume  and  writing  and  editing  samples  to 
Rich  Shea,  Teacher  Magazine,  6935  Arlington 
Road,  Suite  100,  Bethesda,  MD  20814. 

SPORTS  EDITOR  ' 

We  just  lost  our  sports  editor  to  a  bigger  ( 
newspaper,  and  need  another  great  one. 
i  The  Skagit  Valley  Herald  is  a  locally  owned,  I 
1  20,000  circulation  daily  famous  for  | 
I  covering  prep  sports  and  active  outdoor  j 
■  recreation.  Details  are  available  online  at:  [ 

www.skagitvalleyherald.com  ! 

GENERAL  REPORTER  ' 

'  The  Orange  (Texas)  Leader,  a  7,600  daily  j 
j  community  newspaper,  is  seeking  a  full-time 
reporter  to  cover  hard  news,  features  and 
investigative  stories  in  an  interesting  town. 
Will  also  need  to  take  basic  photographs. 
Should  have  either  a  journalism  degree  or 
experience.  Ability  to  do  Quark  Express  lay¬ 
outs  will  be  a  plus.  Editor  likes  to  train  . 
young,  enthusiastic  reporters  beginning  a 
I  career.  Send  a  letter,  resume  and  clips 
i  (may  be  from  college  paper)  to  Margaret  | 
!  Toal,  Editor,  The  Orange  Leader,  200  W.  I 
Front  Ave.,  Orange,  TX  77630.  | 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  experienced  writers  at  its 
hard-hitting  papers  in  Houston,  Phoenix  and 
Oakland.  We’re  looking  for  journalists  who 
understand  the  difference  between  maga¬ 
zine-style  reporting  and  the  hurried  fact-find¬ 
ing  of  daily  papers.  The  ideal  candidates 
will  have  a  solid  background  in  news  and  be 
able  to  create  in-depth,  well-crafted  stories 
based  on  solid  reporting  that  explore  the 
issues,  events  and  personalities  of  their 
community.  Phoenix  applicants  should  have 
at  least  five  years  experience;  the  Oakland 
position  is  entry-level.  New  Times  publishes 
magazine-style  weekly  newspapers 
covering  local  news,  politics,  arts  and 
music  in  Phoenix,  Denver,  Miami,  Dallas, 
Houston,  San  Francisco,  Ft.  Lauderdale, 
Cleveland,  St.  Louis,  Kansas  City  and  Oak¬ 
land.  We  offer  competitive  salaries  and  ben¬ 
efits.  Qualified  applicants  should  send  cover 
letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 

THE  HERALD-SUN  of  Durham,  NC,  is  looking 
for  smart,  organized  and  aggressive 
editors  to  fill  two  positions. 

BUREAU  EDITOR 

This  position  leads  our  daily  zoned  edition. 
The  Chapel  Hill  Herald.  The  editor  directs  a 
staff  of  six  reporters  and  several  local  col¬ 
umnists  and  IS  responsible  for  all  our  cover¬ 
age  in  Orange  County,  home  to  the  University 
of  North  Carolina  system  and  its  flagship 
Chapel  Hill  campus.  The  editor  also  writes 
editorials  and  represents  the  paper  at 
speaking  engagements  and  community 
events.  The  ideal  candidate  will  have  a  solid 
news  background,  a  commitment  to  com¬ 
munity  journalism,  a  love  of  working  under 
pressure,  and  strong  organization  and 
time-management  skills. 

ASSISTANT/WEEKEND  EDITOR 
Three  days  a  week  (W-F)  will  be  spent  as 
the  assistant  editor  of  our  daily  zoned  edition. 
The  Chapel  Hill  Herald.  The  assistant 
editor  helps  with  reading  copy,  assigning 
stories  and  writing  editorials.  Some  news 
writing  will  also  be  required.  On  Saturday 
and  Sunday,  the  person  will  serve  as  our 
weekend  metro  editor  in  our  mam  Durham 
newsroom.  The  ideal  candidate  will  have  re¬ 
porting  experience  as  well  as  an  interest  in 
copy  editing. 

The  Herald-Sun  is  a  52,000-circulation  inde¬ 
pendent  daily  in  North  Carolina’s  famed  Re¬ 
search  Triangle  region.  Based  in  Durham, 
we  cover  several  surrounding  counties  and 
compete  fiercely  with  a  larger  regional  rival. 
Send  a  cover  letter,  resume,  list  of  four 
strong  references  and  salary  requirement 
by  October  28  to  Rocky  Rosen,  assistant 
managing  editor.  The  Herald-Sun,  P.O.  Box 
2092,  Durham,  NC  27702.  For  the  assis¬ 
tant/weekend  position,  also  include  writing 
samples. 

“Mailing  the  simple  complicated  is 
commonplace;  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that’s  creativity.” 

-  Oharles  Mingus 
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-HELP  WANTED- 


INFORMATION  SYSTEMS 


MANAGER  OF  INFORMATION  TECHNOLOGY 
We  have  an  innmediate  opening  for  the 
newly  created  position  to  assist  the 
Director  of  IT  at: 

THE  TIMES-PICAYUNE 
in  New  Orleans.  The  successful  candidate 
for  this  position  will  have: 

•Experience  with  production  and  business 
applications  in  a  medium  to  large  company 
with  demanding  deadlines 

•  Experience  supervising  and  developing  IT 
staff,  including  telecommunications  em¬ 
ployees 

•  A  user-oriented  focused  attitude 

•  A  proven  track  record  as  responsive  and 
willing  to  solve  problems  for  users  that 
have  limited  knowledge  of  IT  applications 
and  hardware 

•  Five  years  or  more  of  hands-on  IT  experi¬ 
ence 

•The  willingness  to  work  nights  regularly 
and  to  respond  in  emergencies  during 
off-hours 

•A  working  knowledge  of  local  and  wide 
area  networks-including  both  Novell  and 
Microsoft 

•  Experience  in  evaluating  software  and 
hardware  and  making  recommendations 
based  on  utility  and  cost  effectiveness 

Experience  working  in  the  newspaper  indus¬ 
try  will  be  desirable  but  not  essential.  The 
compensation  will  be  commensurate  with 
education,  training  and  experience.  Submit 
resume  and  salary  history  in  confidence  to: 

HR  Enterprise,  Inc. 

P.O.  Box  6507 
Louisville,  KY  40206 
FAX:  (502)  896-0033 
E-mail:  ltassistantmgr@aol.com 


DIRECTOR  OF  INFORMATION  SYSTEMS 
The  Times  Leader,  a  Knight  Ridder  owned 
newspaper  in  Northeastern  Pennsylvania, 
has  an  immediate  opening  to  lead  our  sys¬ 
tems  operation.  An  extensive  background  is 
the  only  prerequisite  for  this  position.  The 
ideal  candidate  must  be  process  oriented, 
with  a  strong  interest  and  ability  to  make  a 
difference  in  our  business.  We  operate  a  va¬ 
riety  of  hardware  such  as  HP  mini  and  a  lot 
of  desktop  equipment.  We  use  a  variety  of 
operating  system/network  platforms,  e.g. 
Windows  NT,  MAC  OS,  Novell,  SQL,  Cisco 
routers,  etc.  Interested  candidates  should 
send  a  resume,  compensation  history  and 
expectations  to: 

Prashant  Shitut,  VP/Operations 
Times  Leader 

15  N.  Main  Street,  Wilkes-Barre,  PA  18711 
E-mail:  prash@leader.net 


SALES 


Bruce  Bell  &  Associates,  publishers  of  the 
Surview  software  program,  is  looking  for  an 
experienced  SALES  PROFESSIONAL.  This 
person  will  be  responsible  for  generating 
new  business  by  presenting  Surview,  a  survey 
analysis  and  sales  presentation  tool  in 
use  by  over  400  newspapers  across  the 
country,  to  newspaper  Advertising  and  Mar¬ 
keting  departments.  Significant  travel  will 
be  required.  Please  submit  your  resume  to 
)parnau@surview.com 


MARKET  DEVELOPMENT 


'  Digital  Media  Classifieds  is  seeking  TWO 
I  National  Market  Development  Managers,  lo¬ 
cated  in  Denver,  CO  and  Columbia,  SC.  Since 
1997  we  have  established  working  rela¬ 
tionships  with  many  major  newspaper  pub¬ 
lishing  companies.  We  offer  14  television 
,  and  streaming  video  products  that  have 
I  proven  to  be  highly  profitable  for  our 
1  clients.  Responsibilities  for  this  position  are: 

'  •  Presenting  business  plans 

•  Implementing  product  launches 
!  •  Training  Sales  Representatives 

Requirements  for  this  position  include: 
•Working  knowledge  of  major  classifieds 
verticals 

•  Knowledge  about  Marketing,  Systems,  In¬ 
ternet,  and  Advertising  departments 

•  Communication/Presentation  Skills 

•  Experience  in  training  representatives 
:  •  Ability  to  hire  and  manage  a  staff 

•  Experience  with  budgets 

•  Travel  20  to  24  weeks  (no  weekends) 
Salary/bonus  plan  depend  on  experience. 
We  offer  medical,  dental,  vision,  401(k), 
and  travel  club  memberships.  Please  E-mail 

;  resume  and  salary  history  to  A.  Shealy: 
administration@digitalmediaclassifieds.com 


PRODUCTION/TECH 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 

PRODUCTIOI^  DIRECTOR 
Northeast  independent  daily  with  TMCs 
seeks  candidates  with  7-10  years  manage¬ 
ment  experience  to  direct  Press,  Prepress, 
production  systems,  commercial  printing 
and  Maintenance.  Member  of  newspaper’s 
management  committee;  corporate  respon¬ 
sibility  for  safety  programs. 

Candidates  should  have  leadership,  technical, 
and  collaborative  skills,  and  understand 
integration  of  production  and  other  computer 
systems.  Competencies  in  newspaper 
production  regulatory  requirements,  safety 
programs  and  facilities  management 
needed.  Contract  negotiations  and  involve¬ 
ment  in  multi-site  operations  are  helpful. 

Solid  benefits  package  includes  401(k). 
This  is  a  competitive  media  market  that  in¬ 
cludes  a  diverse  country,  suburban  and  city 
circulation.  Convenient  to  major  cities. 

Equal  Opportunity  Employer 

Please  forward  your  resume  in  confidence 

to: 

Personnel,  Republlcan-American 
389  Meadow  Street,  Waterbury,  CT  06702 


-POSITIONS  WANTED- 


CIRCULATION 


CIRCULATION  SALES:  Experienced  profes¬ 
sional  seeks  sales/distribution  opportunity. 
Eastern  Zone  2.  Phone/Fax  (631)  588-2735 

“Happiness  lies  in  the  jo\  of 
achievement  and  the  thrill  of 
creative  effort." 

-  Franklin  Delano  Roosevelt 


Advertisers  call  Michele  Gelden  at  [6461654-5304 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 


a/so  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.25 

1  week . 

. $12.10 

2  weeks . 

. $12.30 

2  weeks  . 

. $10.65 

3  Weeks . 

. $10.85 

3  Weeks . 

. $  9.30 

4  weeks . 

. $  9.15 

4  weeks  . 

. $  8.00 

1 2  weeks  . 

. $  8.75 

12  weeks  . 

. $  7.00 

26  weeks  . 

. $  7.80 

26  weeks  . 

. $  6.20 

39  weeks  . 

. $  7.50 

39  weeks  . 

. $  5.80 

52  weeks  . 

. $  7.15 

52  weeks  . 

. $  5.45 

BLIND  BOXES:  $25  per  insertion:  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $144 

12  weeks  . 

.  $  112 

2  weeks  . 

.  $131 

26  weeks  . 

.  $  107 

3  Weeks  . 

.  $124 

39  weeks  . 

.  $  101 

4  weeks . 

.  $120 

52  weeks  . 

. $  95 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MTCHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  U.&) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden@editorandpublisher.com 
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LETTERS 


j  {continued from  page  3}  ventures 

j  t  rather  than  new  papers.  Has  he  any  clue 
I  how  many  millions  of  dollars  his  local 
j  Tribune  has  put  into  its  interactive  business 
I  i  in  the  last  10  years?  Did  Metromix  happen 
I  j  by  accident?  A  company  such  as  the 
I  j  Tribune  Co.  has  been  around  for  more 
i  than  150  years  because  it  could  meet  the 
changing  needs  of  its  customers  despite 
the  advent  of  radio,  TV,  and.  I’m  guessing, 

I  the  Internet  —  and  it’s  taking  another 
;  calculated  stab  with  RedEye. 

DOUG  MACPHERSON 
I  Evanston,  Ill. 

THEKIDnREWHT.IfiUESS. 

As  SOON  AS  Chris  Nammour 

figures  out  how  to  publish  a  high- 
quality',  free-standing  online  news¬ 
paper  that  supports  itself  entirely  and  does 
! !  not  require  a  substantial  subsidy  from  a 
; !  “dead  tree”  publication,  he  should  share  it 
'  i  with  the  publishing  world  [“News  on  dead 
trees  is  now  a  dead  idea”].  Because,  so  far, 

!  I  no  one  has  come  up  with  one  yet.  I  suppose 
j  I  his  guilelessness  can  be  forgiven  —  his  essay 
I  i  reads  exactly  like  the  naifish  things  I  wrote 
I  wheni  wasinj-schoollSyearsago. 
i  TOM  NORD 

;  REPORTER 

The  Courier-Journal 
Louisville,  Ky. 

ANEIOEATIMEINCHITOI 

Every  morning,  as  I  shove  my 

27-year-old  butt  into  the  middle  of 
the  train  car,  I  find  myself  shoulder- 
I ,  to-shoulder  with  18-to-34-year-olds  of 
!  j  various  socioeconomic  backgrounds 
i  i  [“News  on  dead  trees  is  now  a  dead 
j  I  idea”].  It  is  rush  hour,  and  most  of  us  are 
headed  downtown.  In  the  hands  of  many, 
i  i  I  see  those  big,  bulky,  dirty  things  called 
I  newspapers.  What  I  don’t  see  are  22-year- 
1  i  old  professionals  reading  the  sports 
I  j  section  on  laptops. 

li  NATE  HERNANDEZ 

|j  STAFF  WRITER 

Chicago  Lawyer 

LEARN.  BABY,  LEARN 

You  ARE  ON  TARGET  WITH  YOUR 
article  about  journalists  wanting 
more  professional  development 
I  (“Training  days,”  Oct.  7,  p.  14).  We  see  it  in 
1 1  the  mounting  number  of  applications  that 
j  j  the  Hechinger  Institute  on  Education  and 
j ;  the  Media  receives  for  fellowships  to  attend 


1  seminars  for  reporters,  editors,  and  editori- 
I  al  writers  involved  in  covering  education. 

!  Journalism  is  mind  work,  and  news¬ 
papers  imperil  the  quality  of  their  product 
when  they  fail  to  support  the  professional 
development  of  staff  members.  Education 
and  other  specialties  need  journalists  who 
keep  up  with  events  in  the  field,  deepen 
their  knowledge  of  it,  and  understand  the 
I  context  in  which  this  news  occurs. 

I  Newspapers  should  not  use  difficult 
;  economic  times  as  an  excuse  to  stint  in 
their  support  of  professional  development. 

GENE  I.  MAEROFF 
j  DIRECTOR 

Hechinger  Institute 
on  Education  and  the  Media 
I  New  York 

FINBINIITNEEOUNTAINOEYOUTN 

SEVERAL  NEW  INITIATIVES  TO  REACH 
young  readers  recently  were 
announced  in  your  pages 
[“Alternative  ending  for  weeklies,”  Oct.  7,  P- 
j  6].  While  it’s  great  to  see  newspapers  trying 
[  something  —  anything  —  new  to  build 
j  readership,  these  efforts  would  be  laugh- 
’  able  if  they  weren’t  so  sad.  There  is  no 
mystery  about  why  young  readers  stay 
away  in  droves.  Editors 
i  and  publishers  need  look 
I  only  as  far  as  their  pages 
for  the  answer. 

For  example,  how  many 
newspapers  still  run  Ann 
I  Landers  and  “Dear  Abby”? 

There’s  not  one  thing 
wrong  with  these  columns, 
of  course,  but  they  hardly 
appeal  to  the  typical  17- 
year-old.  In  contrast,  how 
many  papers  run  a  daily 
column  on  popular  video- 
game  “cheats”  or  popular 
I  rap-music  artists?  Young 
readers  literally  spend  tens  of  millions  of 
dollars  —  a  month  —  following  these  two 
pursuits  alone.  (Have  you  priced  a  video- 
game  magazine  on  the  newsstand  lately?) 
Yet  these  topics  rarely  see  the  light  of  day 
i  in  the  typical  paper  and  never  receive  daily 
I  coverage  comparable  to  the  advice  columns 
for  old  people. 

If  newspapers  want  young  readers,  they 
must  cover  the  topics  of  interest  to  those 
prospective  readers. 

I  PAUL  A.  CAMP 

’  CEO 

Content  That  Works 
Chicago 


WONLBTNIS  BE  TINTED  GLASS? 

Re:  “Glass  ceilings  still  cover 
the  dailies’  newsrooms?”  [Sept. 

,30,  p.  5].  Is  it  possible  that  the 
writer’s  or  pollsters’  bias  influenced  the 
interpretation  of  facts  on  which  this 
story  was  based? 

More  women  than  men  said  they  would 
leave  the  newspaper  industry  prematurely. 
More  women  than  men  said  they  are  “not 
politically  savvy  enough”  to  be  promoted. 
The  story’s  conclusion  is  that  this  is 
evidence  of  sex  bias  against  women  —  that 
women  will  leave  the  profession  because 
they  are  prevented  from  advancing. 

But,  from  the  same  facts,  one  could 
!  reasonably  conclude  that  women  will  leave 
i  the  profession  because  they  don’t  want  to 
do  what’s  necessary  to  advance.  It’s  not 
worth  it  to  them.  They  have  other  options, 
i  Clearly,  the  identical  findings  can  be 
viewed  entirely  differently,  according  to  the 
i  bias  or  preconceived  beliefs  of  the  viewer. 

I  Surely,  the  pollsters  did  not  mean  to  imply 
I  that  women  are  too  stupid  to  learn  the 
i  political  ropes  of  career  advancement. 

So,  it  is  certainly  more  likely  that  women 
are  too  smart  to  want  to  stay  in  newspapers, 
which  they  apparently  don’t  care  very  much 
for,  judging  from  the 
poll’s  own  results,  or  else 
they  would  learn  how  to 
become  political  savvy. 

Did  the  writer  or  pollsters 
consider  that  it  is  entirely 
likely  a  good  number  of 
women  would  prefer 
raising  children  who 
they  love  at  home  instead 
of  learning  the  career- 
advancement  techniques 
of  a  job  they  don’t 
much  like? 

The  poll  found  two 
distinct  and  comparably 
'  sized  female  groupings:  “career-conflicted 
women”  and  “career-confident  women.”  I 
venture  a  guess  that  you  won’t  find  similar 
percentages  of  men  who  are  “career- 
conflicted.”  How  many  men  would  prefer 
to  stay  home  and  raise  children? 
i  But  a  biased  pollster  would  conclude 
i  that  these  differences  are  eridence  of  sexual 
j  discrimination  against  females  instead  of 
the  much  more  likely  fact  that  they  simply 
reflect  discriminating  females  who  make 
choices  between  children  they  love  and 
1  careers  they  don’t  care  for. 

I  MARK  LANDSBAUM 

Diamond  Bar,  Calif. 


LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters@ 
editorandpublisher.com,  via 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
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address.  Letters  may  be  edited 
for  all  the  usual  reasons. 


28  EDITOR& PUBLISHER  OCTOBER  21,  2002 


www.editorandpublisher.com 


EDITORe^ 

PUBLISHER  ANNUAL  DIRECTORIES 

Order  Your  Editions  Now! 

You'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
International  Year  Book,  the  encyclopedia  of  the  newpaper  industry.  Part  1  provides  the  most 
up-to-date  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
equipment/interactive  campanies  and  more!  Part  2  covers  community,  specialty  and  free  publications. 
And  Part  3  is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
Editor  &  Publisher  Market  Guide,  the  only  reference  with  both  quontitative  and  qualitative  data, 
including  cost  of  living,  crime  and  quality  of  life  indices...graduation  levels...housing  and  rental  rates... 
relocation  information...exclusive  economic  and  demagraphic  projections  and  much  mare! 

ALL  TITLES  NOW  AVAILABLE  ON  CD-ROM.  For  faster  service 
or  for  information  on  our  CD-ROMs,  coll  1-888-612-7095. 


EDITORtf 

PUBLISHER 


INTERNATIONAL  YEARBOOK 


□YES!  Please  rush  my  order  of  the  EStor  &  PubSsher  Infemathaal  Year  Book  in  the  format  and  version  I  have  chosen. 

Name _ 

Title— _ 


Company- 
Address  _ 
City _ 


QTY: 

)  3-Volume  Set:  S205  each 
)  Volumes  I  &  3:  SI 55  for  both 
)  Volume  1  only:  $130  each 
)Volume2only:$115eoch 
)  Volume  3  only:  S5S  each 
)  CD-ROM  version  of  the 
international  Year  Book  $895 
Purchase  includes  Vols.  1  &  3  of 
he  printed  edition). 

For  CD-ROM  information,  coll 
1 -800-336-4380  ext.  I . 


State _ Zip . 

J  Check  Amount  Enclosed  $ _ 

(Poyobie  to  Ei^tor  A  Pubkslm  Year  Book  in  US  dollars  only 
All  orden  shipped  outside  U.S.  ond  Conodo.  please  odd  SAS) 


Charge  my: 
Account  #_ 
Signature  _ 

Phone  # _ 

fox# _ 


JVISA  JMC 


□  AMEX 

_ Exp.  Dote, 


Poyment  must  occompony  oH  orders  CA,  CO,  DC,  FI.  GA,  IL,  MA,  MD  NV 
NY,  OH  ond  TX  residents,  pleose  odd  oppropriate  soles  tox.  Conodo  resi 
dents,  pleose  odd  GST.  No  shipping  to  PO.  ooxes.  All  CD-ROM  soles  ore  finol. 


Your  Business  (Check 

one  category  only) 

1.  J  Newspaper 

17.  J  Publishing  other 

2.  J  Newspoper 

than  Newspaper 

Equip.  Mfr. 

I8.-I  Real  Estate 

3.  J  Syndicate/ 

20.  J  Food:  Rest./ 

News  Service 

Whisie 

4.  J  Ad  Agency 

21.  J  Insurance 

5.  _l  Public  Relutions 

22.  J  Medio 

firm 

23.  J  Non-pcofit 

6.  J  Legal  firm 

24.  J  Recruiter/ 

7.  J  Government 

Empl.  Agency 

8.  _l  Mfr  -  General 

25.  _l  Mktg./Reseorch 

9.  _l  Mh.  -  Auto 

26.  J  Utility 

&  Truck 

27.  J  Enlertoinment 

lO.JMh.-Food 

28  J  Book  Dist. 

11.  J  Service  Industry 

29.  J  Franchise 

12.  J  University/ 

30.  J  School/Univ. 

Public  Library 

31.  J  Supermorket 

13._l  Finonciol 

32.  J  Drug  Store 

14.  J  Retail 

33.  -1  Hospital 

1 5. -1  Public 

34.  _l  Graphic  Arts/ 

Transportation 

Printing 

16  J  Individual 

19.  J  Other: 

EDITORS 

PUBLISHER 


MARKET  GUIDE 


□YES!  Please  rush  my  order  of  the  Editor  i  Publisher  Market  Guide 
in  the  format  I  have  chosen. 


Nome . 
Title— 


Your  Business 
(Check  m  category  only). 


Compony . 
Address— 
City _ 


Stote . 


Zip. 


QTY: 

(  )  Market  Guide 

at  $145  each 


□  Check  Amount  Enclosed  $ _ 

(Poyobie  to  EStor  A  PobBsher  Year  Book  in  US  dollors  only. 

U.S.  ond  Conodo  shipping  and  handling  pleose  odd  $12,  foreign  odd$45) 


charge  my:  J  VISA  J  MC 

Account  # _ 

Signature _ 

Phone  # _ 

fox# _ 


JAMEX 

_ Exp.  Dote_ 


Payment  must  accompony  all  onlefs  U,  CO,  DC,  FI,  GA,  IL.  MA,  MD  HV. 
NY.  ON  and  TX  lesidenls,  please  odd  oppiaariate  soles  tax.  Canada  test 
dents,  pleose  odd  GST.  No  shipping  to  P.O.  ooxes  All  CD  DOM  soles  ore  final 


J  Newspaper 
J  Newspoper  Equip.  Mfi. 
J  Syndicate/News  Service 
J  Ad  Agency 
-I  Public  Relations  firm 
J  legal  firm 
J  Government 

8.  J  Mfr.  -  Generol 

9.  _l  Mfr.  -  Auto  &  Truck 

10.  J  Mfr.  -  Food 

11.  J  Setvice  Industry 

12.  J  University/ 

Public  libcory 

13.  J  Financial 

14.  J  Retail 

15.  -I  Public  Transportation 

16.  J  Individual 

17.  J  Publishing  other 

than  Newspaper 

18.  J  Real  Estate 

19.  -I  Other: 


YEARBOOK 


YEARBOOK 


EDITOR 
PUBLISHER 

ANNUAL  DIRECTORIES 


YEARBOOK 
WHO’S  WHERE 

^  ^ 

1MAHKKT 

(;lidi: 


CO  2002 


All  the  critical  data 
you  need  —  right 
at  your  fingertips! 

For  faster  service,  or  for  information 
on  our  CD-ROMs,  call  toll-free 
1-888-612-7095 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 


Editor  &  Publisher 
MARKET  GUIDE 

770  BROADWAY 

NEW  YORK  NY  1021 1-2747 


MARKET  PROFILE 


fv!':! 


.f**.  " 

fiO  -  .  •,  ' 


•t'  K^'- ^  -y^''  D  '  ** 


H#*  '"*  «>  T  *  f*' 

'  \5!'*r.n.'*  •  - 


The  NFL’s  "Countdown  to  Kickoff”  party  draws  a  crowd  in  New  York's  Times  Square  last  month. 


From  'Sun  to  Sun 


Snapshots  of  the  Big  Apple  battle  among  a  bevy  of  dueling  dailies 

BY  J.J.  MC  GRATH 

VER  SINCE  Benjamin  Day  revolutionized  the  U.S. 


E  newspaper  industry  in  1833  by  virtually  inventing 
the  wildly  popular  penny  press  in  the  form  of  The 
New  York  Sun,  covering  not  only  the  classes  but  the 
masses  as  well  at  a  price  almost  all  could  afford,  the 
stellar  furnace  where  the  Sun  was  forged  has  been  the  most 
fiercely  competitive  media  market  in  the  country.  ^ 

Wave  after  wave  of  new  media  —  radio,  TV,  and  the  Inter- 

net  among  them  —  have  flooded  the  At  stake  for  combatants  in  the  Lc 

market  over  the  intervening  years,  but  arena  —  defined  here  as  the  five  Sr 

daily  newspapers  generally  have  bobbed  counties  comprising  the  cit\',  Sr 

like  corks  atop  the  resultant  sea  of  Westchester  County  to  its  north,  and  Oi 

competitors.  The  best  symbol  of  their  Long  Island’s  Nassau  and  Suffolk  Lc 

staying  power  is  the  New  York  Post,  now  counties  to  its  east  —  is  a  share  of  Tot 

celebrating  its  bicentennial  year.  awesome  bounties  in  advertising  ^ 


Focus  ON 

KewYorii 


and  circulation  revenue:  Among  U.S. 

:  cities.  New  York  ranks  No.  1  in 
population  with  8.16  million  and  in 
disposable  income  with  .$239.42  billion 
a  year,  according  to  the  2002  Editor  ^ 
Publisher  Market  Guide. 

One  measure  of  the  market’s  rich  allure 
is  the  fact  that  five  of  the  six  largest  U.S. 
newspaper  companies  by  circulation 
compete  there,  Knight  Ridder  being  the 
only  one  with  no  dog  in  this  fight. 

Clearly,  the  market  can  support  its 
large  field  of 
competitors. 

Five  of  the 
nation’s  top  10 
newspapers  by 
circulation  are 
based  in  and 
around  the  city:  The  Wall  Street  Journal, 
The  New  York  Times,  the  Daily  News, 
Newsday  in  Melville,  and  the  New  York 
Post.  Both  \he  Journal  and  the  Times 
(along  with  USA  Today  in  McLean,  Va.) 
are  considered  national  newspapers  by 
such  measurement  firms  as  Taylor 
Nelson  Sofres’  Competitive  Media 
Reporting  (CMR),  but,  in  fact,  the  Times 
also  is  a  major  player  as  a  local 
newspaper  in  its  market. 

Like  advertising-dependent  media  in 
major  metropolitan  areas  throughout 
the  countty,  2001  was  a  challenging 
year  for  the  market’s  newspapers.  Ad 
spending  in  New  York’s  local  newspapers 
was  almost  decimated  between  2000  and 
2001  as  it  sank  by  9.82%,  from  $1.64 
billion  to  $1.48  billion,  according  to 
.  Nielsen  Monitor-Plus,  a  media- 
’  measurement  service  that  is  a  VNU 
corporate  sibling  of  Ei^P. 

The  market’s  four  largest  local 
'•  newspapers  appear  to  have  rebounded 
g  in  2002,  however,  as  CMR  estimates  ad 
revenue  in  the  first  half  rose,  year  over 
^  year,  at  the  New  York  Post  by  14.31%,  to 
e  $57.21  million  from  $50.05  million;  at 
The  New  York  Times  by  10.91%,  to 
$661.88  million  from  $596.75  million; 
t  at  the  Daily  News  by  5.70%,  to  $199-78 

\D  SPExNDING  BY  MEDIA 


At  stake  for  combatants  in  the 
arena  —  defined  here  as  the  five 
counties  comprising  the  city, 
Westchester  County  to  its  north,  and 
Long  Island’s  Nassau  and  Suffolk 
counties  to  its  east  —  is  a  share  of 
awesome  bounties  in  advertising 


NEW  YORK 

Local  Newspaper 
Spot  TV 
Spot  Radio 
Outdoor 
Local  Magazine 
Total 

Source:  Nielsen  Monitor-Plus 


JAN.-DEC.  2001 
$1,480,243,874 
$1,365,505,140 
$691,771,002 
$45,506,501 
$5,371,975 
$3,588,398,492 


lAN.-DEC.  2000 
$1,641,471,328 
$1,622,357,954 
$633,989,745 
$46,964,830 
$7,887,977 
$3,952,671,834 
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million  from  $189-01  million;  and  at 
Newsday  by  0.96%,  to  $251.96  million. 

Bucking  the  longtime  trend  nationally, 
the  New  York  market’s  newspapers  have 
done  well  this  year  in  either  building  or 
maintaining  circulation.  In  the  Audit 
Bureau  of  Circulations  (ABC)  FAS-FAX 
covering  the  six  months 
before  Sept.  30,  projected  NEWS 

for  release  on  Nov.  1,  THE  A 

Newsday  will  report  that.  Kings  Count] 

on  a  year-over-year  basis.  Daily  News, 

weekday  circulation  edged 

The  NBW  YOl 

up  0.25%,  to  578,809  Newsday.  V 

from  577,354,  and  EIDiario-Li 

Sunday  circulation  Queens  Coui 

inched  up  0.18%.  Daily  News, 

The  dominant  news- 

paper  on  Long  Island,  with  ff,g  jj,, 

daily  market  penetration  Hoy,  New  Y( 

of  63.34%  in  Suffolk  and  EIDiario-Li 

55.00%  in  Nassau,  the  New  York  Co 

Tribune  Co.-owned 

Newsday  is  continuing  ygrif  p^ 

its  steady  advance  on  the  El  Vocero  di 

city,  as  evidenced  by  its 

•  EIDiario-Lc 

renaming  the  Queens 

Edition”  the  “City  Edition”  '^Newsday'!h 

within  the  last  year.  Daily  News, 

Accordingly,  “We’re  going  The  New  Yoi 

tobeincre^ingour 

Queens  stan  by  about  hair 
,  1  »  -j  Bronx  Count 

a  dozen  people,  said 

Raymond  A.  Jansen,  New  York  l\ 

Newsday  s  CEO,  president,  Lhe  New  Yo. 

and  publisher.  He  noted  Hoy^HewYi 

that  they  would  help  the  u  ’  „ 

roughly  50  staffers  already  N 

based  in  Queens  to  boost  The  New  Yo> 

the  paper’s  coverage,  not  Daily  News, 

I  •  *  u  K  u  t  riew  York  Pi 

only  in  that  borough  but  ff^y 

also  throughout  the  city.  Westchester 

In  terms  ot  circulation  7/,g  journai 

strategy,  “We’ve  put  a  lot  of  The  New  Yo 

pressure  on  our  single-copy 
sales.  We’ve  launched  a  p^y  y, 

Newsday.  Every  D^y:  Richmond  C 

campaign.  Basically,  what  staten  Islai 

we’ve  been  trying  to  do  is  Daily  News, 

drive  frequency  ...  to  get 
people  into  the  paper  every 
day,”  said  Robert  Brennan, 
the  paper’s  vice  president  for  circulation. 
Key  components  in  the  campaign  are 
direct-mail  pieces  sent  to  residents  of 
Suffolk,  Nassau,  and  Queens  as  well  as 
outdoor  ads,  such  as  a  huge  billboard  that 
motorists  can  appreciate  in  great  detail 
while  doing  time  in  the  world’s  longest 
parking  lot,  paradoxically  named  the 
Long  Island  Expressway. 


The  next  FAS-FAX  also  will  say  that 
The  New  York  Times,  the  flagship  of  the 
eponymously  named  newspaper  company 
and  winner  of  a  record  seven  Pulitzer 
Prizes  this  year  (mostly  for  coverage 
related  to  the  Sept.  11,  2001,  terrorist 
attacks  on  America),  has  reported 


NEWSPAPERS: 

Daily 

Sunday 

Daily  Market  Sunday  Market 

THE  ABCS 

Circulation 

Circulation 

Penetration 

Penetration 

Kings  County  (Brooklyn):  893,748  Households 

Daily  News,  New  York 

126,821 

173,962 

14.19% 

19.46% 

New  York  f^st 

63,209 

47,536 

7.07% 

5.32% 

The  New  York  Times 

48,016 

68,293 

5.37% 

7.64% 

Newsday,  Melville 

10,789 

10,713 

1.21% 

1.20% 

El  Diario-La  Prensa,  New  York 

10,179 

4,833 

1.14% 

0.54% 

Queens  County  (Queens):  830,589  Households 

0a//y /Yews,  New  York 

109,509 

138,577 

13.18% 

16.68% 

Newsday,  Melville 

79,955 

84,672 

9.63% 

10.19% 

New  York  Post 

56,922 

41,094 

6.85% 

4.95% 

The  New  York  Times 

50,266 

73,508 

6.05% 

8.85% 

Hoy,  New  York 

20,482 

6,325 

2.47% 

0.76% 

El  Diario-La  Prensa,  New  York 

13,565 

6,345 

1.63% 

0.76% 

New  York  County  (Manhattan):  743,184  Households 

The  New  York  Times 

191,693 

216,830 

25.79% 

29.18% 

Daily  News,  New  York 

125,222 

98,125 

16.85% 

13.20% 

New  York  Post 

123,337 

67,893 

16.60% 

9.14% 

El  Vocero  de  Puerto  Rico,  San  Juan 

15,471 

* 

2.08% 

* 

Newsday,  Melville 

12,088 

8,183 

1.63% 

1.10% 

El  Diario-La  Prensa,  New  York 

11,962 

8,596 

1.61% 

1.16% 

Suffolk  County:  477,073  Households 

Newsday,  Melville 

247,207 

302,174 

51.82% 

63.34% 

Daily  News,  New  York 

29,362 

28,594 

6.15% 

5.99% 

The  New  York  Times 

25,432 

50,921 

5.33% 

10.67% 

New  York  Post 

16,144 

15,407 

3.38®/o 

3.23% 

Hoy,  New  York 

7,499 

1,810 

1.57% 

0.38% 

Bronx  County  (Bronx):  475,470  Households 

Daily  News,  New  York 

77,553 

104,178 

16.31% 

21.91% 

New  York  ftwf 

28,231 

21,514 

5.94% 

4.52% 

The  New  York  Times 

20,669 

22,230 

4.35% 

4.68% 

El  Diario-La  Prensa,  New  York 

8,321 

7,579 

1.75% 

1.59% 

Hoy,  New  York 

5,791 

2,662 

1.22% 

0.56% 

Nassau  County:  457,844  Households 

Newsday,  Melville 

219,865 

251,803 

48.or/. 

55.00% 

The  New  York  Times 

52,546 

79,486 

11.48% 

17.36% 

Daily  News,  New  York 

47,023 

44,803 

10.27% 

9.79% 

New  York  F^st 

24,713 

21,849 

5.40®/. 

4.77% 

Hoy,  New  York 

8,757 

1,716 

1.91% 

0.37% 

Westchester  County:  338,725  Households 

The  Journal  News,  White  Plains 

95,659 

112,211 

28.24% 

33.13% 

The  New  York  Times 

60,799 

79,026 

17.95% 

23.33% 

Daily  News,  New  York 

31,574 

36,425 

9.32% 

10.75% 

New  York  f^st 

21,687 

17,082 

6.40% 

5.04% 

Hoy,  New  York 

3,419 

1,119 

1.01% 

0.33% 

Richmond  County  (Staten  Island):  158,302  Households 

Staten  Island  Advance,  New  York 

67,637 

86,136 

42.73% 

54.41% 

Daily  News,  New  York 

23,204 

22,206 

14.66% 

14.03% 

New  York  f^st 

16,781 

11,767 

10.60% 

7.43% 

The  New  York  Times 

8,121 

11,176 

5.13% 

7.06% 

*No  Sunday  Issue 

Source:  Audit  Bureau  of  Circulations,  Audit  Reports 

weekday  circulation  rose  0.33%,  to 
1,113,000  from  1,109,371,  and  Sunday  circ 
rose  0.19%,  to  1,671,865  from  1,668,650. 

Among  local  English-language  news¬ 
papers  whose  circulations  were  reported 
in  the  latest  ABC  FAS-FAX  (covering  the 
six  months  concluded  March  31),  the  New 
York  Post,  owned  by  News  Corp.,  showed 
the  greatest  increases,  with  the  weekday 


figure  up  15.38%,  to  562,639  from 
487,630,  and  the  Sunday  number  up 
9.37%,  to  403,195  from  368,636.  Post 
General  Manager  Geoff  Booth  said  that 
the  twin  engines  powering  its  circulation 
have  been  improvements  on  both  the 
editorial  and  production  sides,  which 

have  aided  and  abetted  the 
It  Sunday  Market  paper’s  dramatic  cut  in 
I  Penetration  cover  price  a  while  back. 

Booth  pointed  to  the  use  of 
19.46%  color  made  possible  by  the 

7  M7  Post's  new  $250-million 

1 20%  production  plant  in  the 

0.54%  Bronx  as  a  major  boost  in 
moving  the  paper  at 
16.68%  newsstands,  where  the  Post 

4*M^°  makes  most  of  its  sales. 

8!85%  independent 

0.76%  Daily  News,  daily  circu- 

0.76%  lation  was  up  2.20%,  to 

733,099  from  717,293,  and 

?Q  1 

13  20®/  Sunday  circ  was  down,  to 

914%°  810,112  from  822,387- 

*  Also  reported  in  the 

1 16°/  same  FAS-FAX  were 

circulation  decreases  for 
63  34%  Gannett  Co.  Inc.’s  The 

5.99%  Journal  News  in  White 

10.67®4  Plains  and  Advance  Publi- 

0  38V  cations’  Staten  Island 

Advance,  which  neverthe- 
21 91%  remain  masters  of  their 

4.52%  domains,  Westchester  and 

4.68%  Richmond,  respectively. 

0  56°4  Appearing  in  the  FAS- 

FAX  for  the  first  time  next 
55  00%  month  will  be  the  latest 

17.36%  incarnation  of  The  New 

9.79%  York  Sun,  a  daily  launched 

0  37°/i  April  16  with  a  $15-million 

war  chest.  Seth  Lipsky  is  its 
33.13%  president  and  editor,  Ira 

23.33%  Stoll  its  vice  president  and 

5*(M^°  managing  editor,  and 

0  33%  William  Kummel  its  chief 

operating  officer. 

54.41®4  New  York  is  not  only  the 

14.03%  Big  Apple  for  English- 

language  daily  newspapers 
but  also  the  Gran  Manzana 

ons,  Audit  Reports 

for  Spanish-language  daily 
newspapers.  In  order  of  circulation,  the 
three  Hispanic  dailies  based  in  the 
market  are  Hoy,  El  Diario/La  Prensa, 
and  Noticias  Del  Mundo,  which  is 
unaudited  by  ABC.  In  the  next  FAS-FAX, 
Hoy  vdll  report  its  weekday  circulation 
soared,  19.17%,  to  78,375  from  65,768, 
and  its  Sunday  circ  soared  even  higher, 
39-20%,  to  30,021  from  21,567-  11 
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TECHNOLOGY 


‘Star’  selects  press,  architect 

Commanders  represent  KBA’s  largest  order  in  North  America 


BY  JIM  ROSENBERG 

T  DWARFS  THE  18  COLORA  TOWERS 

to  be  built  for  The  Couner-Joumal, 
Louisville,  Ky.,  and  even  the  18 
Commander  towers  sold  to  the  Milwaukee 
Journal  Sentinel. 

I :  The  Kansas  City  (Mo.) 

' !  Star  has  signed  a  letter  of 
intent  to  buy  four  Koenig 
&  Bauer  AG  (KBA) 

Commander  presses  in  two 
parallel  lines  and  consisting 
of  216  printing  couples  in 
36  towers  of  stacked 
H-type  units.  Representing 
KBA’s  biggest  North  American  order,  the 
offset  equipment  is  to  be  configured  as  12 
eight-couple  (four-color  on  both  sides  of  a 
web  or  black  and  spot  color  on  both  sides 
of  two  webs)  and  24  five-couple  (one  side 
black,  the  other  four-color)  towers,  with 
two  KF  5  single  and  two  double  2:5:5  jaw 
folders  over  40  reelstands. 

“To  maximize  our  flexibility  in  the 
future,”  said  Production  Vice  President 

i| 

Heidelberg  HAS 

!  POST-PRESS  PIANS 

Heidelberger  Druckmaschinen 
AG,  the  world’s  largest  press 
manufacturer,  expanded  its 
post-press  business  by  acquiring  Swedish 
newspaper-mailroom-equipment  maker 
Idab  Wamac  International  AB,  effective 
last  month.  The  deal’s 
I  terms  were  not  disclosed. 

With  120  employees 
and  2001  sales  of  35 
million  euros,  Idab 
I  Wamac  has  conveying, 

*  buffering,  storage,  insert- 
i  I  ing,  addressing,  stacking, 
j  1  packaging,  sorting,  and 
: '  loading  systems,  includ- 
!  j  ing  software.  According 

to  Heidelberg,  the  addition  boosts  its 
i  j  market  share  to  12%,  or  60  million  euros,  in 
a  half-billion-euro  world  market.  But  news¬ 
papers  are  just  a  sixth  of  the  overall  finish¬ 
ing  market,  where  Heidelberg  sees  growth. 
That  part  of  its  business  employs  1,700 


Randy  Waters,  “the  space  is  there”  for 
another  reelstand  and  tower  or  folder 
between  each  pair  of  presses.  Waters  said 
there  is  also  provision  for  upgrading  to 
either  all  double  jaw  folders  or  double  jaw 


and  3:2  rotary  folders. 

Cylinders  will  accommodate  a  50-inch 
web  width  and  a  21V2-inch  cut-off. 

The  KBA  Pastostar  RC  reelstands 
below  feature  automatic  reel  loading  and 
butt-end  removal  with  a  KBA  Patras  A 
reel-handling  system.  Above,  the  press  will 
use  48  double  angle  bars  and  eight  skip 
slitters,  as  well  as  six  balloon  formers  in 
each  folder’s  superstructure. 

and  had  $378  million  in  sales  last  year. 

For  newspapers,  post-press  represents  a 
front  in  the  competition  with  new  media 
because,  said  Jurgen  Rautert,  Heidelberg 
post-press  division  chief,  “Much  of  the 
final  product  is  defined,  produced,  and 
customized  in  the  mailroom.” 

A  company  statement  said  the  Idab 
Wamac  deal  “should  serve  as  the  basis  for 
further  acquisitions  and 
co-operations.” 

The  deal  satisfies  an 
urge  to  merge  that  long 
predates  the  transaction. 
Founded  in  1958,  Idab 
Wamac  left  the  U.S. 
market  in  1995  after 
Hampton,  Va. -based  Idab 
Inc.  sold  its  automated- 
guided-vehicle  business  to 
Munck  Automation  Technology  and  much 
^  of  its  mailroom  product  line  to  Sheridan 
Systems  (a  business  AM  International 
bought  from  Harris).  Sheridan  said  then  it 
was  working  toward  a  merger  with  Wamac, 
with  which  it  had  a  marketing  agreement. 


Press  automation  will  include  ink  feed, 
cut-off  register  controls,  web-tension 
control  with  the  new  Webtronic  self- 
adjusting  system,  and  control-console 
technology  with  a  job-scheduling  and 
press-preset  system  and  diagnostics  PCs. 

The  contract  also  calls  for  an  interactive, 
monitor-based  simulation  system  from 
Sinapse  Graphic  International  for  training 
personnel  prior  to  installation. 

KBA’s  Commanders  will  replace  four 
lines  of  converted  Hoe 
letterpress.  Beginning  in 
early  2004,  presses  will 
be  installed  on  concrete 
tables  in  a  new,  430,000- 
square-foot  plant  (ESJP, 
Sept.  30,  p.  57),  where 
printing  is  expected  to 
commence  two  years 
later.  The  City  Council 
gave  the  project  final  approval  Thursday. 

The  Austin  Co.  was  chosen  as  architect 
and  engineer.  In  charge  is  Austin’s  chief 
design  architect,  Juan  Moreno,  who 
emphasized  the  importance  of  design  in  a 
redevelopment  area  that  includes  several 
notable  structures.  Sheathed  in  copper 
weathered  to  a  green  patina,  the  plant 
wall  slope  back  from  its  80-foot-high 
press  hall  encased  in  blue  glass.  11 


But  Heidelberg  bought  the  Sheridan 
operation  in  Dayton,  Ohio,  the  next  year. 

Idab  sold  systems  to  papers  of  almost 
every  size,  from  The  New  York  Times  to  The 
Vicksburg  (Miss.)  Po.Ht.  But  after  1995,  Idab 
Wamac  concentrated  on  Europe  and  East 
Asia.  A  singular  and  notable  U.S.  installa- 
:  tion  (via  Heidelberg)  was  a  line  storage 
,  system  for  the  Dayton  (Ohio)  Daily  News. 

I  Now,  said  Bernhard  Schreier,  chairman 
I  of  Heidelberg’s  management  board,  “the 
:  takeover  of  Idab  Wamac”  puts  his  company 
into  mailrooms  worldwide.  “Idab  Wamac  is 
a  leading  provider  of  complete  mailroom 
1  systems,  and  Heidelberg,  with  its  global 
I  customer-service  network,  can  take  care  of 
service  aspects  and  spare  parts,”  he  said, 
adding  that  the  Durham,  N.H.,  operation 
will  continue  to  serve  North  America. 

Heidelberg  singled  out  the  strength  of 
Wamac’s  open-architecture  WNC5 
mailroom  control  system.  Where  the 
companies’  products  are  of  the  same  type 
(inserters,  for  example),  they  often  differ 
in  the  way  they  reflect  different  markets’ 
needs.  —  Jim  Rosenberg 


Heidelberg  Chairman  Bernhard 
Schreier  (left)  and  Idab  Wamac 
Managing  Director  Ulf  Christof  Edberg 
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Author/artist  David  Allen  Sibley  discusses  bird-watching, 
which  may  be  America’s  fastest-growing  outdoor  activity 


BY  DAVE  ASTOR 

About 


70.4  MILLION  Americans  participate 
in  bird-watching  every  year,  says  a  survey  co¬ 
conducted  by  the  U.S.  Forest  Service. 

While  only  a  third  of  the  70.4  million  are  very 
or  somewhat  serious  birders,  the  popularity  of 
this  activity  has  more  than  doubled  during  the  past  20  years, 
according  to  the  same  study. 

David  Allen  Sibley  knows  this  anecdotally,  too.  “Twenty  years 
ago,  you’d  go  to  some  of  the  best  places  for  bird-watching  and 

might  see  one  or  two  other  people.  Now 
you  see  dozens,”  said  the  author/illustrator 
of  the  best-selling  Sibley  Guide  to  Birds 
(Knopf,  2000)  and  the  weekly  “Sibley  on 
Birds”  column  recently  launched  by  the 
New  York  Times  Syndicate  (NYTS). 

Laurence  M.  Paul,  executive 
editor  of  NYTS  and  the  New 
York  Times  News  Service, 
said,  “The  popularity  of 
David’s  book ...  and  the 
growing  popularity  of  the 
bird-w  atching  hobby 
made  me  think  there 
was  a  large  audience  out 
there  that  was  not 
being  served.” 

Why  more  birders, 

Aj _ 


now  numbering 
almost  as  many  as 
the  71  million  who 
go  fishing?  Among 
the  reasons:  more 
free  time  and  dis- 
cretionaiy  income, 
the  challenge  of 
identifying  birds 
that  may  quickly 
fly  away,  and  the 
desire  for  an 
outdoor  activity  that  doesn’t  harm  wildlife. 

Sibley’s  interest  in  bird-watching 
predates  this  boom  —  he  got  hooked  as 
an  elementary-schooler.  Having  an 
ornithologist  father  no  doubt  helped  pique 
that  fascination  for  Sibley,  now  40. 


David  Allen  Sibley 


After  a  year  of  ornithologi¬ 
cal  studies  at  Cornell  Universi¬ 
ty,  Sibley  spent  a  decade  roaming 
the  country  to  watch,  photo¬ 
graph,  and  sketch  birds.  He 
devoted  a  dozen  years  to 
his  2000  book,  which 
has  544  pages  and  6,500 
of  his  original  paintings. 

He  also  authored  Sibley’s  Birding  Basics, 
published  this  month  by  Knopf.  And  there’s 
The  Sibley  Guide  to  Bird  Life  and  Behavior 
co-authored  by  Chris  Elphick  and  John  B. 
Dunning  Jr.,  who  also  co-write  the  column. 
Elphick  is  a  research  scientist  at  the 
University  of  Connecticut,  and  Dunning  is 
an  associate  professor  of  wildlife  ecology  at 
Purdue  University. 

Sibley  said  the  column,  in  addition  to 
providing  information  £ibout  bird  species 
and  more,  also  has  a  conservation  message. 
The  Massachusetts  resident  noted  that  sub¬ 
urban  development,  p)esticides,  and  even 
outdoor  cats  take  their  toll  on  many  birds. 

Luckily,  there  are  still  plenty  to  see,  espe¬ 
cially  during  fall  and  spring  migrations.  But 
bird-watching  can  be  done  in  the  summer 
and  winter,  too.  “Every  week  of  the  year  is 
the  best  time  for  something,”  said  Sibley, 
adding  that,  in  areas  of  the  country  with 
mild  winters,  many  birds  don’t  head  south. 

The  column  is  fewer  than  300  words,  for 
reasons  ranging  from  small  news  holes  to 
leaving  room  for  Sibley’s  paintings.  Elphick 
and  Dunning  do  much  of  the  writing,  but 
the  illustrations  are  solely  by  Sibley  —  a 
self-taught  artist  who  draws  from  his  field 
sketches  and  photos.  Sibley  noted  that 
paintings  work  better  than  photos  because 
he  can  depict  a  bird  from  an  ideal  angle  and 
eliminate  extraneous  background. 

Among  the  column’s  dozen  or  so  early 
clients  are  The  Charlotte  (N.C.)  Observer, 
The  Denver  Post,  and  The  Star-Ledger  of 
Newark,  NJ.  NYTS’  Paul  said  the  feature  is 
available  with  the  text  and  art  separated  or 
in  a  publication-ready  format  combining 
the  text,  art,  headline,  and  logo.  11 


et  cetera  . . . 


UNIVERSAL  Press  Syndicate  foreign-affairs 
columnist  Georgie  Anne  Geyer  is  on  a 
trip  to  Egypt,  Jordan,  and  Iraq. ... 
Creators  Syndicate  signed  columnist  Joseph 
Farah,  founder/CEO/editor  of  WorldNetDaily. 
com.  The  ex-newspaper  editor  does  a  weekly 
column  for  the  Jerusalem  Post,  has  written  for 


various  U.S.  dailies,  and  authored  See,  /  Told 
You  So  with  Rush  Limbaugh. ...  United  Press 
International’s  Science  Wire  is  offering  Alex 
Cukan’s  weekly  “Animal  Tales”  column. ... 
Andrews  McMeel  Publishing  has  released 
Groovitude:  A  Get  Fuzzy  Treasury  by  Darby 
Conley  of  United  Media,  Family  Business  by  “For 
Better  or  For  Worse”  creator  Lynn  Johnston  of 
United,  What  Now?  by  “Mutts”  creator  Patrick 


McDonnell  of  King  Features  Syndicate,  The 
Legal  Lampoon  by  “Non  Sequitur”  creator 
Wiley  Miller  of  Universal,  and  Close  to  Home 
Exposed  by  John  McPherson  of  Universal.  ... 
The  Accurate  Communications/Earglue  on-hold 
messaging  service  is  offering  businesses  a 
streaming-audio  version  of  the  “WorkWise” 
column  by  Mildred  Culp  of  Passage  Media 
(http://www.knoxcareers.com). 
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The  Pack  Rat 


Sniper  hunt  or  snipe  hunt?  Press  has  a  vital  part  to  play  in  finding 
the  Beltway  killer,  which  includes  the  asking  of  tough  questions 


N  CASE  YOU  HAVE  BEEN  ON  ANOTHER  PLANET,  A  SNIPER 

has  been  loose  in  the  suburbs  of  Washington,  killing  nine 
(as  we  go  to  press),  wounding  two  others,  wreaking  havoc 
with  their  families,  and  making  life  hell  here.  If  you  listen 
to  all  the  various  police  chiefs,  mourners,  and  law- 
enforcement  consultants,  however,  you’d  think  the  cause  of  this 
horror  was  the  media,  and  not  the  killer. 

The  media  coverage,  of  course,  has  been  quite  extensive  —  and  j 
reports  of  Geraldo  signing  women’s  posteriors  at  Hooters  near  | 
one  killing  didn’t  help  our  image  any.  Nonetheless,  this  is  one  | 


time  the  media  have  been  unfairly  dissed, 
and,  I  think,  to  the  detriment  of  the  resolu¬ 
tion  of  this  case,  i.e.,  finding  the  sniper. 

The  relationship  between  police  and  the 
press  has  many  angles,  and  we  both  use 
each  other  wantonly.  There  are  some  issues 
arising  from  this  tragic  story 
that  editors  should  discuss 
with  law  enforcement,  and  in 
editorials  read  by  the  public 
that  complains  we  are  revealing 
state  secrets. 

The  first  issue  is  what  the 
press  should  report.  No,  I’m 
not  harping  on  our  First 
Amendment  right  to  print 
anything  we  can  get  away  with. 

Remember,  however,  that 
police  often  want  the  media  to  report 
certain  details  to  get  the  public  involved  in 
tracking  down  a  criminal.  But,  in  this  case, 
the  police  and  FBI  have  been  overly  stingy 
with  information,  while  simultaneously 
bewailing  the  fact  that  they  have  few  leads. 

For  instance,  following  the  shooting 
of  target  No.  8,  a  13-year-old  boy  (who 
remains  in  critical-but-stable  condition) 
on  the  steps  of  his  middle  school, 
Montgomery  County  (Md.)  Police  Chief 


Charles  Moose  unloaded.  Moose  tore  into 
the  media,  which  had  reported  that  the 
killer  had  left  a  calling  card,  the  death  card 
from  a  tarot  pack,  with  a  note  reading, 

“Mr.  Policeman:  I  am  God.”  That  startling 
fact  was  reported  by  The  Washington  Post 
and  the  CBS  affiliate  here, 
Gannett  Co.  Inc.’s  WUSA-TV. 
An  angry  Moose  said,  “I  have 
not  received  any  message  that 
the  citizens  of  Montgomery 
County  want  Channel  9  or 
The  Washington  Post ...  to 
solve  this  case.”  (Saner  heads 
prevailed  in  Virginia,  where 
the  governor  called  the  public 
“the  eyes  and  ears”  of  the  police 
in  catching  the  sniper.) 

I  don’t  know  many  people  who  have 
tarot  cards  anymore.  My  pack  went  out 
with  the  incense  when  I  left  college.  We 
don’t  need  to  know  all  that  was  written 
on  that  card  (and  we  don’t  yet).  But,  this 
fascinating  info  might  trigger  Aunt  Helen’s 
memory  about  her  neighbor  Billy  Bob,  who 
was  a  sharpshooter  in  the  military,  boasts 
I  about  being  smarter  than  authority  figures, 
has  tarot  cards,  and,  by  the  way,  has  hardly 
been  seen  in  the  last  two  weeks.  The  public 


j  doesn’t  just  have  a  right  to  that  tarot-card 
info  —  it  needs  it. 

I  My  second  concern  is  with  reporters 
I  who  eagerly  mouth  what  they  are  told  by 
the  “authorities.”  One  victim  was  killed  at  a 
gas  station  in  Manassas,  Va.  Interestingly, 
i  a  few  hours  earlier,  down  the  road, 

I  someone’s  car  windows  were  blown  out 
j  by  an  unseen  shooter.  The  police  and 
j  accommodating  media  dismissed  the 
j  incident  as  “unconnected”  to  the  sniper, 
because  this  shooting  involved  shotgun 
pellets,  not  a  rifle  bullet.  A  cop  involved  I 
in  the  sniper  case  snorted  to  me,  “What?  i 
Killers  are  only  allowed  to  use  one  kind 
of  gun?”  Reporters  should  ask  more,  not 
fewer,  questions  in  such  cases. 

My  third  complaint  is  with  ubiquitous 
consultants  and  grieving  friends  who  ' 

complain  that  the  media  are  “fiieling” 
the  sniper’s  blood  lust.  I  cannot  fathom  | 
what  they  propose  the  media  cover  instead. 

Do  you  seriously  think  anyone  here  wants  j 
to  read  about  state  budgets  with  this  killer 
on  the  loose?  While  I  appreciate  that  j 

some  relatives  have  asked  the  press  not  i 
to  cover  the  funerals,  it  is  the  media’s  role  ! 
to  remind  readers  in  coverage  that  the 
victims  and  those  left  behind  are  real 
people.  I  guess  some  would  prefer  the 
press  simply  note  the  next  \ictim  in  a 
brief  on  Page  16. 

Finally,  police  are  being  terribly  cautious 
in  downplaying  descriptions  of  the  shooter 
by  frightened  witnesses.  A  couple  of  j 

bystanders  at  the  Home  Depot  killing  | 

supposedly  observed  a  shooter  with  “olive”  i 
skin,  neither  black  nor  white.  Two  days  j 

later,  one  of  those  witnesses  proved  j 

bogus.  With  that.  Chief  Moose  once  ! 

again  railed  against  the  release  of  info 
regarding  any  description  of  the  shooter 
i  or  getaway  car.  Police  refused  to  say  if 
!  they  even  have  a  witness. 

However,  local  politicians  briefed  by  the 
I  U.S.  Justice  Department  then  announced 
that  there  was  no  link  between  the  shooter 
and  an  international  terrorist  group.  Hold 
on.  If  we  really  know  nothing  about  the 
shooter,  then  every  possibility  is  still  in  play. 

The  solons  of  the  press  should  remind 
officials  —  who  didn’t  do  a  very  good  job 
with  the  information  they  had  prior  to 
Sept.  11  —  that  getting  information  to  the 
I  public  is  notjust  a  First  Amendment  issue. 

1  It’s  a  matter  oflife  and  death.  [1 
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Dauphin  Graphic  Machines,  Inc. 

www.dauphingraphic.com 


P.  0.  Box  573,  Elizabethville,  PA  17023  I  800.DGM.6119  or  717.362.3243  I  Fax:  800.648.0213  or  717.362.4165 


All  You  Have  To 
Do  Is  Change 
The  Plates. 


print-to-cut  register  for  all  web  leads. 

Now,  you  can  makeready  in  record  time  with 
truly  a  minimum  of  waste. 

Tomorrow*s  technology  is  here. 

Just  what  you  would  expect  from  DGM. 
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The  DGM  440S  features  “Total  Presets”, 
an  innovative  new  technology  which  allows 
Digital  Presetting  of  all  press  settings  from 
your  job  files.  With  the  push  of  a  button, 
the  DGM  440S  will  start-up  with  proper  ink 
densities,  color-to-color  register  as  well  as 
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